On 


ouch Proofs 


According to the opticians, your 
e feathered friend is going to 
nsfer some of her pennons 
m her hat to her spectacle 
me, and that should be a spec- 
le indeed. 


fter reading Ed Gibbs’ report 


t bartenders find television 
ngs in customers but dis- 
irages drinking, the WCTU 


y not have to work so hard for 
hibition. 
| 
When an_ advertising man 
is a gold mine of response,” 
s Holiday, “he doesn’t always 
ut it from the housetops.” 
food media men, that is, keep 
ir sleepers quiet. 
Vith electrically heated mat- 
ses, sheets and blankets now 
the market and rolling up im- 
ksive sales records, the future 
he twin bed is probably safe. 
n agency looking for an 
mt executive requests ap- 
ts to send (italics ours) “a 
photograph.” 
“st you can do is get a hair 
and a shave. 
Miverybody gets thirsty!” 
rts National Bottlers’ Gazette. 
1d unfortunately some people 
that way. 
adys the beautiful reception- 
ays she supposes media sales- 
will be traveling more, now 
hotel due bills are in circula- 
gain. 


you remember the old-fa- 
hed publisher who used to take 
vife and family for a winter 
tion to Florida on a hotel due 
American plan? 
n Sample has retired from 
er-Fitzgerald-Sample. After 
workout in Cheyenne with 
Lone Ranger, the agency busi- 
must have seemed pretty dull. 


e American Bar Association 

inking of adopting a resolu- 

of appreciation to the tele- 

h industry for creating so 

new problems that will re- 

legal talent and litigation. 
| 


to water is starting a cam- 
shortly in 160 newspapers 
and abroad, and the agency 
ses the client it will get 


onal Better Business Bureau 
o known preparation may 
thfully advertised as having 
ect on the causes of colds. 
some of the more popular 
es make the symptoms a 
Ss unwelcome. 

r up—even if your life in 
hle of tears may be short 
ll of trouble, you now have 
hce for immortality in the 
ising Hall of Fame. 
Copy Cus. 


Baquie Suggests 
Liquor Boards 
Ban Retail Calls 


Brown-Forman V.P. 
Says Big Distillers 
Threaten Monopoly 


Los ANGELES—State monopoly 
liquor control boards should pro- 
hibit calls at the retail level by 
distillers’ representatives if it is 
impossible to provide controls that 
effectively encourage heavy ad- 
vertising by independent distil- 
lers. 

This suggestion was advanced 
here Wednesday by J. Gordon 
Baquie, vice-president, Brown- 
Forman Distillers Corp., Louis- 
ville, at the annual meeting of the 
National Alcoholic Beverage Con- 
trol Association. 

Mr. Baquie advanced the idea 
in the course of an exceedingly 
frank statement on the position 
of the “independents,” which he 
defined as relatively smaller dis- 
tillers selling brands under a 
“simple corporate organization 
structure.” He warned that the 
Big Four distillers may come to 
completely monopolize liquor sales 
in the 17 monopoly states. And he 
charged the large companies with 
“subterfuge.” 


a In 1943, he pointed out, 60% 
of whisky inventories were held 
by the Big Four (National Distil- 
lers, Seagram, Schenley and Hiram 
Walker), but largely because their 
blend positions were strengthened 
during the war, they bottled three- 
fourths of whisky consumed in 
1947. 

“As companies other than the 
four large ones come into more 
matured supplies in the last half 
of 1949,” Mr. Baquie declared, “you 
will then have to decide whether 
you wish to give independent 
companies more importance in 
your listings and more encourage- 
ment in your buying. You can, 
after all, accelerate the concen- 
tration of sale and supply because 
you administer a tremendous busi- 
ness. How you regulate the pur- 
chases, distribution and listings 
determines to an important degree 
whether there will be more or 
less concentration.” 

If the liquor control boards take 

(Continued on Page 90) 
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Chicago stotons WEEM 99S MC on your deal 


Beautiful Music eri Daly 


WEPM is the FM Radic Station which 
sells no advertising .. . broadcasts static-free— 
high-fidelity music . . . ond has 40-second silence 
mer between selections instead of paid commercials." 


You hove Musicel Treat in Store 
whee you listes to 


by No spo No daging 

ad 


word... 


Thos 


And Onty Zenith has WEFM. 


singing commercials . . 


‘Ge in today fer a thrilling demonstration und COMPARE! 


The Lenith genuine Armstrong FM “Trymgh” mede! and other cutetanding Lenith AM 
by bene decien thrauphey! Chicege and the metropsliten crea 


ZENITH RADIO DISTRIBUTING CORPORA 


YOUR NOW 
CONVENIGNY TERMS 


> 


WHO’S MURDERING WHO? — Admen’s eyebrows went up sharply when Zenith 
Radio used full-page space in Chicago newspapers to plug the Zenith FM station, 
WEFM, and to swing lustily at sponsored radio with talk about ‘no paid spots, no 
. Truly an island of refuge in today’s radio world.” 


Ad Budgets Too 
Low Since War, 
DMAA Is Told 


(Additional stories on the DMAA 
meeting are on Pages 8, 10 and 88.) 


PHILADELPHIA—Advertising is 
actually a bigger bargain than ever 
before in relation to units of sales 
potentialities.” L. Rohe Walter, 
public relations director of the 
Flintkote Co., New York, told the 
Direct Mail Advertising Associa- 
tion at its 3lst annual meeting 

(Continued on Page 89) 


Collins Resigns 
in ‘Kaleidoscope’ 
Management Fuss 


New YorK—Within three weeks 
after publication of the first issue 
of Kaleidoscope, Arthur W. Col- 
lins has resigned as president of 
Kaleidoscope, Inc., and as pub- 
lisher of this “15 magazines in one” 
fashion trade book. 

Although. reluctant to go into de- 
tails on the reasons, Mr. Collins 
said that a principal cause was in- 
terference’ of other directors with 
his management. 

With Mr. Collins declining to 
vote, the other directors elected 
William H. Husted, formerly vice- 

(Continued on Page 88) 


with a spread in Field & Stream, 
November. 


is the agency. 


jams, jellies and preserves. 


Last Minute News Flashes 
Hunters Must Not Drink, Says Seagram Ad 


NEw YorK—Seagram Distillers Corp. will resume institutional copy 
Outdoor Life and Sports Afield in 
Headlined “Keep Your Powder Dry,” 
no drinking while hunting, and insists “whisky does not mix with 
gun powder. And we of the House of Seagram, as consistent advocates 
of the cause of moderation, are quick to say so.” 


the ad advocates 


Warwick & Legler 


Welch to Introduce Canned Fruits Soon 

WESTFIELD, N. Y.—The Welch Grape Juice Co. will introduce a line 
of canned fruits on the West Coast within two months and launch a 
national newspaper campaign for Welch Apricot Nectar. 
pany has purchased a plant in Oakland, Cal., 
tion. Until now Welch has limited its production to grape juice and 
The canned fruit will be advertised sec- | 


The com- 
for its canned fruit opera- 
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All's Not Black, 
FM Broadcasters 
Hear at Meeting 


Fax, Transit Radio, 
Regional Nets and 
Storecasting Cited 


Cuicaco—FM station operators 
left their second annual Frequency 
Modulation Association convention 
here last week still concerned 
about putting FM operations in 
the black, but encouraged some- 
what by the faith in FM exhibited 
by most of the speakers at the 
three-day meeting. 

Dr. Edwin H. Armstrong put the 
general feeling into words when 
he told the group that everything 
has happened to block FM that 
could happen—that from now on 
frequency modulation broadcast- 
ing can only go forward. 

“The FCC is not ignoring the 
question of economic support,” 
Wayne Coy, chairman of the Fed- 
eral Communications Commission, 
told the group, but he warned that 
FM stations must develop services 
just as AM stations have done. 

Citing the recent estimate of 
20,000,000 Americans who do not 
get nighttime radio service, Mr. 
Coy hinted that these persons 
might well be developed into a 
listening audience by FM, and 
told the group that “90% of all 
AM stations would produce better 
coverage by using FM.” The other 
10% consists largely of clear- 
channel stations. 


ain line with that comment, he 
also said that, in his opinion, du- 
plication of AM programs on FM 
stations was an advantage to the 
public—a view which was subse- 
quently disputed by most of the 
convention speakers. 

The accent during the early 
portion of the meeting was placed 
on the importance of the radio 
dealer to FM, the problem of pro- 
ducing a good, low-cost AM-FM 
set, and promoting the medium. 

Still concerned by their finan- 
cial problems, the broadcasters 

(Continued on Page 86) 


Gypsy Rose Lee 
Causes CBS-TV 
to Blow a Tube 


NEw YorK—When television 
screens went blank just as Gypsy 
Rose Lee began burlesquing a strip 
tease routine, viewers, who could 
hear sounds of approval from the 
live audience, were sure that the 
censors had deprived them of a 
choice bit of entertainment. 

Officials of CBS-TV, which was 
telecasting Miss Lee’s act as a part 
of an Air Forces show, insisted 
however, that the difficulties, which 


tionally in local newspapers. The agency is Buchanan & Co., New York. | did not clear up until she had left 


Printing Ink Group Decides on Ad Drive 
San Francisco—The National Association of Printing Ink Manu- | 
facturers, at its 34th annual convention here, agreed to initiate an| will, as master of ceremonies Doug 
advertising program calling for $10,000 of business paper space. The | Edwards put it, probably be re- 

importance of using color will be stressed. 
(Additional News Flashes on Page 89) 


| the stage, were strictly technical, 


resulting from a blown tube. 
At any rate the comedy of errors 


| membered as “the oddest coinci- 


| dence in television’s history.” 
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Paramount Ready 
To Record Telecasts 


New York—Paramount Pictures 
will have a television studio avail- 
able for off-the-tube film record- 


vision stations. 


of advertisers, agencies and pack- | mr. 


pert, director of commercial 


company, reports. 
The system, 


to develop, 


Ar 

Are sin Western Food Processing? 
WESTERN PACKING NEWS SERVICE 
(Est. 1939) covers production and distri- 
bution of Calif., Ore., Wash., packers of 
canned, dried, frozen and specialty foods. 
Subscription $5 yearly. Sample on request. 
Publishers: $. D. McFadden News Bureau 
7 Front St., San Francisco 11, Calif. 
Also Publish West. Trucking News Serv. 


Duplicate systems are to be in- 
stalled at a cost of $35,000 each in 
Chicago and Los Angeles, where 
the film company operates tele- 


Prints of a show on 16 mm. or 
) 35 mm. film are ready one minute 
ings of video shows for the use| after a telecast has been completed. 
Shupert estimates that the 
age producers soon, George Shu-| expense of producing a half-hour 
show will run from $500 to $1,000 
operations for the motion picture/for the use of the studio and for 
; the film recording. This does not 
which has cost|include the cost of talent, scenery 
Paramount more than $1,000,000] or props. The same show produced 
has been used in}in a small motion picture studio 
several theater pickups of sports| would cost ten times as much, and 
and political events for showing | jt would be at least a week before 
in the Paramount Theater here. | the footage could be seen, he said. 


Two Join Woodard & Fris 


Donald J. Moore, formerly di- 
rector of photography and news- 
paper layout of Thomas H. Steven- 
son Public Relations, Pueblo, Colo., 
has joined Woodard & Fris, Inc., 
Albany agency, as an artist and 
visualizer. Barbara H. Lewis has 
joined the agency as copywriter. 


coverall-clad crew, which included 
Bernard J. Ridder, editor and pub- 
lisher; Eric Ridder, general man- 
ager; their father, Joseph E. 
Ridder, president, and two me- 
chanical employes. The follow- 
ing day, stereotypers refused to 
pass the picket line, saying they 
were afraid of violence. The 
stereotyper’s local president, James 
J. McMahon, acknowledged the 
existence of a contract with the 
Journal, but said the men were 
afraid to go on working, and that 
his “hands were tied.” 


Financial Paper 
Continues Sans 
Print Unions 


New York—Last week the most 
embattled newspaper in the coun- 
try was the New York Journal of 
Commerce, which not only was 
confronted with a strike of its 
printers and mailers, but had no 
union pressmen and stereotypers 
on the job. 

Following the walkout of 82 
linotypers, compositors and mailers 
on Sept. 12, the newspaper was 
composed by executives and sub- 
sequently by the adaptation of 
various typesetting devices. On 
Sept. 26 the paper’s pressmen re- 
fused to walk through the picket 
lines strung around the building, 
and the paper was published by a 


® Nevertheless, the Journal was 
on newsstands in New York last 
week, just as it has been for 121 
years. In a front-page editorial 
Sept. 29, Joseph E. Ridder sum- 
marized the management’s posi- 
tion: 

“The Journal of Commerce is 
not and never has been an anti- 
union organization. We have al- 
ways operated under union con- 
ditions and we desire to continue 


GRIST FOR DECISION 


Policy-making executives scan the spot news in the 
Journals of Commerce, as a guide for day-to-day moves 


Ups and downs in many a business are in- 
fluenced in advance by widely assorted events 
near and far. 

Tomorrow’s price structure, supply and de- 
mand, scarcities and surpluses, controls and de- 
controls, inventory factors and profit margins— 
any of these can be created by today’s events. 

Each day the Journals of Commerce (New 
York and Chicago) spotlight all the signifi- 
cant news for business and industry. These 
complete daily business newspapers are edited 
solely for business, industrial and financial 
interests. Spot dispatches from a world-wide 
staff and exclusive business-angled news fea- 
tures, funneled down to the specific interests 
of management executives. 

To the 200,000 Journal of Commerce read- 
ers this is the day’s most vital news. Each 
morning they scan their Journal of Commerce, 
interpret the facts and make decisions to 
meet the indicated conditions. 

No other source of business news is as com- 
plete and authentic as the Journals of Com- 
merce, the daily newspapers that provide 
grist for business decisions. 


TOP MANAGEMENT’S GOOD RIGHT HAND 


Commerce 


Fe 
Rule Over Cred? Seem Easing | 


The Round Mig. Shifting 
Table To TopGear 


Output to Double 
tn 90 Oey? 


Do you advertise a business product or service? A commercial 
or industrial commodity? consumer product with a top- 
income market? Have you securities to sell toa market that has 
capital to invest? Do you have an institutional message for 
top management? A 

Write or telephone for the story of the Greater Journal of 
Commerce Market and rate cards. One order buys either or 
both, for sectional or nation-wide coverage. Get to the men who 
DECIDE ... in the dailies that HELP them decide. 


The Journal of Commerce, 53 Park Row, New York 15, N.Y. * Chicago Journal of Commerce, 12 Grand Avenue, Chicago 90, Ill, 
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to do so, if possible. 

“Our controversy with the typ 
graphical union was entirely 
their making. We asked the uni 
to permit its members to start 
work in time to enable us to g 
out our editions without the pa 
ment of exorbitant penalty ove 
time charges. What we want is 
day’s work for a day’s pay, @ 
this every employer is entitled 
... (the unions) walked off t 
job after they had refused t} 
simple and fair request. This | 
us no alternative but to repla 
ITU members who had left th 
jobs with other printers and ma 
ers. These new employes are n 
doing competent work under tr 
ing conditions and have been : 
sured that their employment 
permanent. 

“We have no quarrel with aj 
other union. We prefer to oper 
with union help, if the unions w 
take a reasonable attitude towa 
our problems.” 


Also reproduced in the frorj 
page editorial were two telegrar 
which Mr. Ridder had sent @ 
George L. Berry, president of ti 
International Printing 
and Assistants’ Union, and to Le 
J. Buckley, president, Intern 
tional Stereotypers and Electr 
typers Union of North Americ: 

He told Mr. Berry the failu 
of pressmen to work was not 
accordance with the policy of ti 
union, recalled their past friend 
relations and noted: “We regi 
that this action may make it di 
ficult for us to continue (in | 
future) to operate our pressroo 
with members of your union.” 
said he hoped “mutually satisfa 
tory relations between your uni 
and ourselves continue.” 


a To Mr. Buckley he said: 
have been in touch with the loc 
officials who assure me that the 
will try to get us men. We hav 
no quarrel with the stereotypr™ 
union, and are operating unde! 
contract. We have no desire tom 
place members . with oth 
workers ... I am sure you wi 
do everything in your power 
make this possible.” 

The Journal withdrew from 14 
gotiations conducted by other Ne 
York publishers with Local 6 IT 
and did not sign the contr 
which covers all other daily pu 
lishers in the city. 


York Names Munce V.P. 


Marshall Munce, assistant to 
president, has been named a vit? 
president of York Corp., York, f 
He will represent top managem# 
in assisting and supporting 
sales organization through 
relations and public relations 4 
tivities. J. Keith Louden, forme!’ 
with Armstrong Cork Co., [a 
been appointed to succeed \ 
Munce. 
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FIRST in total editorial — 
more farm and home help, 
inspiration, entertainment. 


FIRST in signed articles by 
agricultural authorities! 


FIRST with complete facts 
on big stories of agriculture! 


FIRST in fiction—from 
America's top authors! 


FIRST in square inches of 
pictures! 


es—big 


FIRST in color ed! 
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Preyer to Leave Vick 


William Yost Preyer is retiring 
as president of Vick Chemical Co., 
New York, after ten years in that 
position, according to company 
policy. Edward L. Mabry, who has 
been with the company since 1916, 
is the management’s nominee as 
his successor. Mr. Preyer, who is 
60, will retire from active opera- 
tions immediately after the forth- 
coming meeting of stockholders in 
October. 


MARK 'ANDY Announces 


SCO TCH 


SENT 

FREE 
POINT-OF-SALES big new idea — Scotch Tape 
printed with your advertising sign... perforated 
between eoch message. BABY BILLBOARDS ready to 
tear off. Stick anywhere. No dispenser needed. Write 
Mark ‘Andy, inc. of St. Lovis 22, Missouri. 


New York-Chicago 
Capital Airline Fare 
Reduced to $29.60 


WASHINGTON—After months of 
trying every other conceivable 
gimmick to attract more passsen- 
gers, one airline has finally hit 
on the old but tried method of 
cutting out all the trimmings in 
order to build volume business at 
minimum fares. 

Capital Airlines last week an- 
nounced the inauguration of a 
new “sky coach” airplane service 
between Chicago and New York, 
with one-way fares set at $29.60, 
just $2.30 above comparable rail- 
road coach fares. 

The new plane service will 
make the run between the two 
cities in about five hours, without 
stewardess, meals, or pressurized 
cabin, and on a first-come, first- 
served basis. In addition, the 
flights are scheduled to leave both 
cities at 1 a.m. in the morning. 


Capital estimates that the new 
service will provide a profit of 
17 cents a mile if only a 50% 
plane load is carried. Operating 
costs are set at $1.40 per mile, 
while mail, express and passenger 
revenue amounts to $1.57 at half 
load. 

To date, the airline has sched- 
uled only one flight each day in 
each direction, to begin Oct. 15. 


Fleming Appointed A. M. 


James F. Fleming has been 
named advertising manager of 
Brunswick-Balke-Collender Co., 
Chicago, manufacturer of bowling 
and billiard equipment. He has 
been with the company in the 
sales, merchandising and adver- 
tising departments since 1941, ex- 
cept for Army service from 1942- 
46. 


SSC&B Shifts Uhl 


Richard Uhl, of the Hollywood 
office of Sullivan, Stauffer, Col- 
well & Bayles, has been shifted 
to New York to direct the agency’s 
television activities. 


FCC Halts Video 


Grants Pending 
Channel Verdict 


WASHINGTON —— The first steps 
toward improving television were 
taken by FCC last week with the 
announcement of a freeze order 
stopping further station grants 
while improvements in the national 
allocations pattern are under con- 
sideration. 

The technical discoveries dictat- 
ing the need for these improve- 
ments are to come before an in- 
dustry-wide conference of engi- 
neers some time next month, but 
the freeze may continue anywhere 
from three months to a year or 
more, depending on the extent of 
the surgery FCC decides to do at 
this time. 

In announcing the freeze, FCC 


Read what one quality 


things 
Esquire! 


(for advertisers, too!) 


Everywhere you 


surprises!” 
You spark to it in 
brilliant mew series © 
tor’s items” —like 
Chef's Guide for Host 
Esquire! 
You sense it in Am 
over Esquire’s truly tr 
Look campaign! 
Finally, you fe 
Esquire advertising— 
Esquire also 522 


“Watch Esquire — it’s sizz 


stantly in Esquire’s 
f monthly “collec- 
the magnificent 12-page 
s in November 


rica’s excitement 
emendous Bold 


el it fast in results from 
for today’s dynamic 
les with salesmanship! 


hear it: 
ling with 


housewares manufacturer 
thinks of Esquire: 


“Esquire outpulled every magazine on 
the schedule and proved more resultful 
than our trade-paper program... Esquire 
not only did a job consumerwise, but 
paved the way to many retail outlets. 
On this score it did a much better job 
than the trade papers that are designed 
to do just this.” 


en buy hy faquire. 


(Make us prove it, won't you?) 

By the way, have you spent an evening 
with the talk-provoking new Esquire 
lately? Found yourself nailed to your 
chair by its feast of fun, fiction, fashions 
_..far-away places? Enjoy Esquire to- 
night—and see for yourself why America’s 
first great men’s magazine pulls fecther 
ahead of the field with each new issuc- 
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talked only of a reshuffling of the 
12 very high frequency (VHF) 
channels already available for tele- 
vision. Chairman Wayne Coy care- 
fully ducked any suggestion that 
the allocations pattern might be 
further modified to take into con- 
sideration additional channels from 
the ultra high frequency band 
(UHF). 

For months the commission and 
the industry have known that the 
existing allocations worked out 
three years ago provide unsatis- 
factory coverage, often with a sig- 
nal which defies standards of good 
engineering practice. 


® Besides additional channels, 
unanimously proposed by the in- 
dustry at hearings neld here a week 
ago, the commission has been 
forced to find ways of eliminating 
technical shortcomings which have 
become evident as additional sta- 
tions go on the air and begin to 
interfere with each other’s signals. 

The unbelievably complicated 
process of guiding television 
through a metamorphosis from the 
present inadequate 12 channel 
VHF system to a nationally com- 
petitive service in black-and-white 
or color weighs heavily on the 
shoulders of the commissioners. 

Reminded of the uncertainty be- 
ginning to arise in the minds of 
consumers, Chairman Coy declared, 
“for those who want television so 
they can enjoy it, buy it now.” 

He saw an analogy between tele- 
vision and the motor car: “Unless 
you are the kind of person Who 
puts off buying a car because you 
expect a better one next year, 
there is no reason to wait.” 

Under questioning he took the 
position that FCC cannot make up 
its mind on the request for addi- 
tional television channels in the 
ultra high frequency bands until 
it can study the record piled up 
during four long continuous days 
of testimony last week. 


® Pointing to a small black box 
sitting on top of one of the three 
television receivers in his office, he 
promised however that converters 
will be available to salvage re- 
ceiving equipment currently being 
produced exclusively for the 12 
VHF channels. 

Repeatedly he emphasized that 
the decision to reallocate the ex- 
isting 12 bands could be taken as 
good evidence that television will 
not be moving completely upstairs 
“by tomorrow morning.” 

During the reshuffling process, 
existing stations are to remain un- 
touched. Stations already author- 
ized and under construction ar 
also to be protected, though FCC 
acknowledges that the completion 
of these stations may be stalled by 
their owners until there is a better 
picture of the final allocations 
plan. 


Travers Named Mutual V. P. 


Linus Travers, executive vice- 
president and general manager 
of the Yankee Network, has been 
named vice-president of the Mu- 
tual Broadcasting System, New 
York. He will be assigned to p)o- 
gram and sales, with the present 
vice-presidents in those depa:t- 
ments reporting to him. He v ill 
continue as a member of the boerd 
of directors of the Yankee N:t- 
work and that group’s repres¢n- 
tative on the Mutual board. 


Anchor Promotes Buzza 


Albert J. Buzza has been p- 
pointed sales manager of he 
major appliance division of Anc'.0r 
Distributing Co., Pittsburgh. He 
joined the company in 1946 a 4 
salesman. 
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+ During 1947, according to the All-Year Club, over 3,000,000 out-of-State 
Jet- tourists entered Southern California. These people were strictly vacation- 
ists; they spent over ¥4 a billion dollars in this region. 89% of this 

traffic cleared through Los Angeles. No wonder the tourist industry is 
P- one of the largest in this— America’s Third Largest Market! Add the 


hoe nearly 4 million permanent residents of Los Angeles and you see the 
5a value of presenting your sales story here —in the pages of The Times — 
- largest home delivery in the West. 


CIRCULATION~—ABC Audit Report for twelve months ending March 31, 1947: Daily, 400,811; Sunday. 747,852. 


LOS ANGELES 


REPRESENTED BY CRESMER AND WOODWARD - NEW YORK, CHICAGO, 


5 Half a billion tourists’ dollars last year 
it's America's third largest market ! 


GET THE FACTS ON LOS ANGELES . . . NOW AVAILABLE 


The Research Department of The 

Times has completed a comprehen- 

sive survey of the Los Angeles 
market—including studies of popu- 
lation trends, sales analyses, buying 
habits, routes, etc, These valuable stud- 

ies are outlined in the booklet “Los Angeles 
—City Without Limits.” Write The Times 
today for your FREE copy. 


DETROIT AND SAN FRANCISCO 
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Television Attracts 
Non-Radio Users, 
NBC's Kopf Reports 


Sun VALLEy, Ipa.—Television is 
attracting advertisers who have 
never used network radio to any 
appreciable degree, Harry C. Kopf, 
administrative vice-president in 
charge of sales for the National 
Broadcasting Co., told the net- 
work’s affiliates here. 

Nearly 30% of video’s volume 
has come from non-network radio 
clients, he said. Of the 12% hours 
weekly of sponsored network tele- 
vision programming sold by NBC, 
60% has been bought by companies 
who are not currently using the 
network’s sound broadcasting fa- 
cilities. Forty per cent has been 


bought by NBC’s AM advertisers, 
but without a reduction in their 
NBC radio time. 

Mr. Kopf predicted that the net- 
work’s television sales will show an 
increase of 50% in 1949 over this 
year and a similar gain in 1950 
over 1949. 

Pointing out that department 
stores may become the most im- 
portant classification in television 
advertising, the executive said 
NBC is planning to set up a depart- 
ment in New York to aid depart- 
ment stores with their video pro- 
jects. 

This projected department will 
develop program ideas for the use 
of stores, build presentations to 
get retail outlets into television, 
experiment with commercial tech- 
niques and sell manufacturers on 


the idea of including video in their 
advertising allowances to retailers. 


Marks 25th Anniversary 


Medical Economics, Rutherford, 
N. J., will observe its 25th anni- 
versary with its October issue. 
This issue will.carry 116 % pages 
of advertising as compared to the 
first issue in October, 1923, in 
which 17 pages were placed by 18 
advertisers. 


Buys Minnesota Daily 


H. Z. Mitchell, publisher of the 
Pioneer, Bemidji, Minn., evening 
daily, has sold his half interest in 
the paper to the Williams News- 
paper Service, publisher of eight 
weekly newspapers in Minnesota, 
Iowa and South Dakota. W. F. 
Marcum, co-owner of the Pioneer, 


will be publisher. 


Transcolor Claims 
Cost Savings of 50% 
on Four-Color Jobs 


New Yorx—Savings in color 
photography and color printing 
on short runs as high as 50% over 
conventional methods are claimed 
by Transcolor Corp. Transcolor’s 
president, Winthrop P. Moore, told 
AA that on runs from 250-15,000 
prints, Transcolor’s techniques of 
masking and color separation will 
effect sharp savings. 

Transcolor is a young company 
which has an affiliation agreement 
with Commercial Illustrators, Inc. 
CI pioneered the use of the Xenon 
light for color photography. Xenon, 
used by the Air Force during the 
war for night photography, yields 


I'd rather be home reading The Bulletin 


No wonder you hear this so often in Philadelphia. More than four 
out of five families, in this City of Homes, read The Bulletin regu- 
larly in their homes. 


What an advertising opportunity! Your messages reach almost 
all Philadelphia families when and where you want to reach 
them — in the evening — in their homes. 


In America’s third largest market, The Bulletin goes home — 
stays home — and is read by the entire family! 


In Philadelphia—nearly everybody reads The Bulletin 


Evening and Sunday 
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cold light six times brighter thar 
the sun, and it lets fashion photog 
raphers shoot “Arizona” shots in 
doors in New York, with conse 
quent savings in location, travel 
etc. Two of CI’s vice-president 
are officers of Transcolor. 

Basically, Transcolor is inter 
ested in deep-etch, four-color lith 
ography. Through its arrange 
ment with CI, it can pull togethe 
all phases of sales promotion, an 
can handle a job from layout t 
finished printing. It has thre 
printing suppliers, all in the Ne 
York area. So far it does no pub 
lication work, concentrates on di: 
plays, catalogs, cards, and sale 
promotion. Much of its work i 
from color photography not don 
by Commercial Illustrators. 


a A case in point is a promotio 
project for Bigelow-Sanford Car 
pet Co., in which more than 2,0( 
room scenes in Kodachrome ar 
distributed to the compariy’s dea 
ers monthly, and are posted o 
specially-designed pillar box di 
plays. The reproductions ar 
timed to coincide with the appear 
ance of the pictures in the con 
pany’s national advertising. 
The economies of Transcola 
work seem apparent in these fig 
ures: 1,000 counter display card 
reproduced from Kodachrome co 
$850 complete, and post cards c 
$100 for 3,000, $145 for 6,000. T 
process is not patented, and is 4 
adaptation of an Eastman meth 
for masking colors for repr 
duction. 


Magazine Ad Series 
Prepared by BNF 


New Yorx—The Brand Nam 
Foundation has prepared a serif 
of advertisements for use by co 
sumer magazines and_ busine 
papers to intensify the readershi 
of magazine advertising and i 
crease the public’s appreciatio 
of the value of advertising a 
brand names. 

Ten of these ads are designd 
for use in consumer magaziné 
and two in business papers. T! 
foundation will supply plates { 
any or all of the ads to a 
magazine publishers who wish 
place the ads in their publicatio 


s Representatives of 35 magazin 
attended the unveiling of the su 
gested ads here. Frank Brauchd 
president of the Periodical Pu 
lishers Association of Ameri 
pointed out the importance 
continuous educational activity ‘ 
the part of all advertising med 
to stimulate maximum appreci 
tion by the public of the practi 
and social importance to col 
sumers of brand names. 

W. H. Eaton, president 
publisher of American Home, 4 
Henry E. Abt, president of t 
foundation, also spoke. Art wo 
for the series was contributed ! 
a public service by Lambert 
Feasley, New York. 

There have been seven Bra! 
Name Day projects throughout t 
country to date, four of which 4 
now in progress, in Boone, / 
Edmondson area of Baltimo 
Dowagiac, Mich., and New Brut 
wick, N. J. One is scheduled £ 
Hollister, Cal., next May. 
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Stern Appointed by FC&B 


Edward Stern, formerly media 
director of Kuttner & Kuttner, Chi- 
cago, has been appointed a space 
buyer for Foote, Cone & Belding, 
Chicago. He was space buyer for 
H. W. Kastor & Sons Advertising 
Co., Chicago, from 1938 to 1946. 


Maxon Handles Heinz 

Maxon, Inc., Detroit, handles the 
advertising of H. J. Heinz Co.'s 
soups, not Ketchum, MacLeod & 
Grove, as AA reported last week. 


When you| Remember 
nood WM. F. RUPERT 
RECENT Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
BIRTH for the past fifty years. 


90 Fifth Ave., New York 11 
CH 2-3757 


LISTS 


Shell Oil Uses 250 
Newspapers for New 
X-100 Motor Oil Ads 


New YorKk—The Shell Oil Co. 
is launching a campaign on im- 
proved Shell X-100 motor oil this 
week in 250 newspapers in 185 
cities with 21,000-line, seven- 
column ads. 

Special full-page ads featuring 
the new motor oil begin in the 
Oct. 4 issue of Life in addition to 
Shell’s series of “trademark” ads 
which currently appear regularly 
in Life and The Saturday Evening 
Post. 

Commercial announcements on 
the 35 Shell radio programs will 
feature the new oil, particularly 


during the first six weeks of the 
campaign. All sales promotion 
and point-of-sale material is being 
distributed to the company’s mar- 
keting divisions, and sales meet- 
ings are being held currently 
throughout Shell territory. 

The agency is the J. Walter 
Thompson Co., New York. 


Newspaper Admen Elect 

Paul Allingham, advertising di- 
rector of the Amarillo Globe News, 
has been elected president of the 
Midwest’ Newspaper Advertising 
Excutives’ Association. Other offi- 
cers elected are: Vice-president, 
Clarence S. Mugge, Journal and 
Star, Peoria, Ill.; secretary-treas- 
urer, H. A. Myer Jr., Reporter, 
Independence, Kan., and sergeant- 
at-arms, Jay F. Seacrest, State 
Journal, Lincoln, Neb. 


Mercready Reorganizes 


Herb Mercready, former presi- 
dent of Mercready & Co., Newark, 
N. J., is a partner in the newly 
organized agency of Mercready, 
Handy & Van Denburgh, located at 
243 Broadway, Newark. J. Lloyd 
Handy and Leland W. Van Den- 
burgh, partners in the new agency, 
were formerly assistant secretary 
and vice-president, respectively, of 
Mercready & Co. 


Maugham Advanced 


Ralph S. Maugham, assistant to 
T. E. S. Deichler, vice-president 
of sales of American Airlines, New 
York, has been named to the 
newly-created position of inter- 
line sales manager of the company. 
He will be responsible for the 
development of passenger and 
cargo business to and from other 
carriers. 


W 


hey spend the most 


ere the most spent 


THE NEW YORKER concentrates 82% of its circulation in the 41 city-trading areas 

where most of the retail dollars are spent. THE NEW YORKER’S circulation is further 
concentrated in the best neighborhoods and in support of the best stores. A check of 

charge accounts in the top stores of those areas shows that NEW YORKER subscribers are 


among the most lavish customers — the ones who make the extra purchases. 


They spend the most where the most is spent. 


SELLS 


THE 


NEW 


No. 25 WEST 43nv STREET 
NEW YORK, 18, N. Y. 


THE PEOPLE 


OTHER PEOPLE COPY 
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Motley Extolls 
Selling Power 
of Direct Mail 


Dale Ecton Elected 
DMAA President At 
Annual Convention 


PHILADELPHIA—The “direct ad- 
vertising” medium, which now 
claims an annual volume of $700,- 
000,000 in material distributed by 
stores and salesmen as well as 
through the mails, got down to 


fundamentals last week with a talk | 


by Arthur H. (Red) Motley, presi- 
dent of Parade Publication, Inc., 
which opened the 31st annual con- 
ference of the Direct Mail Ad- 
vertising Association. 
Emphasizing direct mail adver- 


tising as selling, Mr. Motley de- * 


scribed it as both the most basic 
and most widely used medium 
(“the last thing to be cut off’) and 
as “a successful door opener” for 
personal selling. 

To be read, he said, direct mail 
pieces should be attractive with- 
out being “overwhelming.” Direct 
mail should be consistent, “with- 
out wearing out its welcome.” A 
campaign should concentrate on 
one idea at a time, and on a spe- 
cific product or phase of it. 


® Direct mail, he said, is needed 
especially today to help overcome 
the shortage of trained salesmen. 
This medium, Mr. Motley con- 
cluded, faces the problem of sell- 
ing democracy and free enterprise. 
“One of the greatest successes 
the western democracies have en- 
joyed,” he explained, “was in Italy 
last spring.” There, “for the first 
time and on a broad scale, some 
straight selling was done through 
the medium of a gigantic direct 
mail campaign launched by an 
organized freedom-loving people 
in this country to tell and sel! 
similar freedom-loving people in 
Italy the advantages of a free peo- 
ple who live in a free economy.” 


® The Association elected as presi- 
dent Dale Y. Ecton, manager of 
advertising distribution of Trans 
World Airline, Inc., Kansas Cit) 
Mo. Mr. Ecton succeeds Charles 


Dale Ecton 


B. Konselman of A. & M. Kar- 
agheusian, Inc., New York, who 
became chairman of the adv's- 
ory committee. Harry A. Por er 
of Harris-Seybold Co., Clevela'd, 
was named American vice-presi- 
dent, and Harry E. Foster of Harry 
E. Foster Agencies, Toronto, ¢c:n- 
tinues as Canadian vice-presid¢t. 
A. M. Sullivan, Dun & Bradstr et, 
New York, was reelected sec*re- 
tary-treasurer. 

New directors are Alice Hon re 
Drew, New York advertising cn- 
sultant, and James H. Brund: ge, 
advertising manager of the } is 
marck Hotel, Chicago. The a: 
ciation voted to hold its 1949 cn- 
ference in Milwaukee Oct. 12-1 °. 


Harry Porte: 


Western Bridge to Lovick 


The Vancouver office of Ja 1é 
Lovick & Co. has been appoir ted 
to handle the advertising of W °s' 
ern Bridge & Steel Fabrica 0! 
Ltd., Vancouver, designer of st) uc- 
tural steel. Western Bridge h® 
purchased the plant and eqiiP 


ment of the Dominion Rustpr:0™ 
ing Co., Vancouver. 
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with First 3’s 
SUNDAY PUNCH 


Give your advertising MORE POWER in the Rich 
Industrial North and East. rirst 3 MARKETS offers 
the sections of highest reader traffic in the first news- 
papers of New York, Chicago and Philadelphia with 


an average family coverage of 78%. 


New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 


Sin Francisco 4, Cal., 1 


55 Montgomery Street, GArfield 1-7946 ° 


Los 


New York Sunday News 
Chicago Sunday Tribune 
Philadelphia Sunday Inquirer 


Rotogravure « Colorgravure 


Picture Sections « Magazine Sections 


° Chicago 11, Ill., Tribune Tower, SUPerior 0044 


Angeles 


13, Cal., 448 So. Hill Street, MIChigan 0578 


a 
now 
— 
| | 
Kar- 
ho 
wht 
adv is- 
Por er 
eland, 
-pre si- 
Harry = 
con- 
side nt. 
sec re- 
j 


10 


Two Join Don Lee Network 


John R. Hurley, formerly tele- 
vision editor and columnist of the 
Hollywood Reporter, has joined 
the Don Lee Broadcasting System, 
Hollywood, as assistant to Pat 
Campbell, station relations direc- 
tor. H. A. Hayward. formerly radio 
and account executive of Wade 
Advertising and Young & Rubicam, 
Hollywood, has joined the produc- 
tion staff of Don Lee television. 


‘Herald’ Names Hall A. M. 


Don Hall has been named ad- 
vertising manager of the Herald, 
Roanoke Rapids, N. C., which has 


Copy That SELLS! 


Don’t fall for ad men 
who say results must be 
slow, gradual. Copy is 
good only if it sells... 
and fast! 


Box 7155, Advertising Age 
100 E. Ohio St., Chicago 11, III. 


just become an afternoon daily, 
with a Sunday morning issue, 
after having been published as a 
weekly since it was established in 
1914. Guy Leedy, formerly general 
manager of the Daily Advance, 
Elizabeth City, N. C., is publisher 
and general manager. 


Carnegie Buys WCFL Time 


Station WCFL, 50,000-watt ABC 
affiliate in Chicago, has signed 
with the South Works of Carnegie- 
Illinois Steel Corp., U. S. Steel 
subsidiary, for sponsorship of 11 
half-hour shows following the 
games of the Cardinals, Chicago 
professional football club. Batten, 
Barton, Durstine & Osborn, Chi- 
cago, is the agency. 


Publishes PR Leaflet 


Rand-Rebell & Co., Newark, 
N. J., public relations counsel, has 
issued “PR,” first leaflet in a series 
in which “Randy,” trade character, 
discusses various phases of public 
relations. 


78 Direct Mail 
Drives Get Top 
DMAA Awards 


PHILADELPHIA — Seventy-eight 
direct mail advertising campaigns 
won “Best of Industry” awards 
in the 20th annual competition 
of the Direct Mail Advertising 
Association. 

The top award winners, and 44 
merit awards, were revealed at 
the opening of the DMAA’s 3lst 
annual conference at the Ben- 
jamin Franklin Hotel here last 
week. 

The awards were selected from 
the largest number of entries ever 
submitted in the competition. 
Ellis G. Bishop, advertising man- 


ager, Royal Typewriter Co., New 
York, chairman of the committee 
of judges, said that “the principal 
characteristic of the campaigns 
was the intelligence and imagi- 
nation back of their creation” and 
that among the entries, those of 
radio, newspaper and pharmaceu- 
tical companies were outstand- 
ingly thorough and elaborate. 


w As in the past, winning U. S. 
and Canadian direct mail cam- 
paigns will be shown during the 
coming year by advertising clubs 
and graphic arts organizations 
around the country and in Canada. 

Besides Mr. Bishop, judges in 
the competition included John 
Plank, Howard Swink Advertising 
Agency, Marion, O.; Herbert 
Buhrow, McGraw-Hill Book Co., 
New York; A. M. Sullivan, Dun 
& Bradstreet, New York, and 
Elmer S. Lipsett, S. D. Warren 
Co., Boston. 


NOT FOR WGN LISTENERS ! 


The average WGN quarter hour between 5:45 
to 7:00 AM, Monday thru Friday, delivered 
over 275,000 impressions in 10 days to 126,000 


different homes. * 


This army of early risers is often not given 
proper emphasis. Thru WGN’s early morning 
programs it is possible to reach a sizable chunk 
of these consumers. Don’t miss this sure bet 


for these coming winter months. 


*Nielsen Radio Index 


MBS 


A Clear Channel Station... 
Serving the Middle West 


Chicago 11 


Illinois 
50,000 Watts 


720 


On Your Dial 


Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 
West Coast Representatives: Keenan and Eickelberg 
2978 Wilshire Bivd., Los Angeles 5 « 235 Montgomery St., San Francisco 4 
710 Lewis Bidg., 333 SW Oak St., Portiand 4 


The “Best of Industry” awards 
went to portfolios of the follow- 
ing: 

Capitol Airlines, Washington; 
Jefferson Co., New York; East- 
ern States Farmers’ Exchange, W: 
Springfield, Mass.; Southwestern 
Sales Executive Conference; Cop- 
per & Brass Research Association, 
New York; Pontiac Motor division, 
General Motors Corp., Pontiac 
Mich.; Studebaker Corp., South 
Bend, Ind. 

Old National Bank, Evansville, 
Ind.; American Wine Co., Beverly 
Hills, Cal.; Flintkote Co., New 
York; National Research Bureau, 
Chicago; Canadian Industries Ltd., 
Montreal, Que.; Pennsylvania De- 
partment of Commerce, Har- 
risburg; Dumpcrete division, Max- 
on Construction Co., Dayton, O. 


a Wetzel Brothers, Milwaukee; 
Broadway-Hollywood, Hollywood, 
Cal.; New York Subways Adver- 
tising Co., New York; Evansville 
College, Evansville, Ind.; General 
Electric Co., Bridgeport, Conn.; 
Tension Envelope Corp., Kansas 
City, Mo.; C.1.T. Corp., New York; 
Foote & Jenks, Jackson, Mich.; S. 
Blickman, Inc., Weehawken, N. J.; 
Dodge Chemical Co., Boston; Dun- 
bar Furniture Mfg. Co., Berne, 
Ind.; Canada Post Office Depart- 
ment, Ottawa, Ont.; Iron Fireman 
Mfg. Co., Cleveland. 

Shwayder Bros., Denver (two 
awards) ; Skytop Lodges, Inc., Sky- 
top, Pa.; Stainless & Steel Products 
Co., St. Paul; Wheelco Instru- 
ments Co., Chicago; Carboloy Co., 
Detroit; Equitable Life Assurance | 
Society of the U. S., New York; 
Hardware Mutuals, Stevens Point, 
Wis.; United Business Service, 
Boston; J. R. Wood & Sons, New 
York; Sarco Co., New York; New 
Hoiland Machine Co., New Hol- 
land, Pa.; Ritter Co., Rochester, 
N. Y.; Dominion Foundries & Steel 
Ltd., Hamilton, Ont.; New York 
Times, New York. 

Remington Rand, typewriter 
division, New York; Phoenix Met- 
al Cap Co., Chicago; Champion Pa- 
per & Fibre Co., Hamilton, O.; 
Western Electric Co., (on hearing 
aids), New York; Blue Cross Plan 
for Hospital Care, Chicago; Stand- 
ard Oil Co. of Indiana, Chicago; 
Abbott Laboratories, N. Chicago, 
Ill; E. R. Squibb & Sons, New 
York; Merck & Co., New York; 
Abbott Laboratories International 
Co., Chicago; Collins, Miller & 
Hutchings, Chicago; Bell & How- 
ell, Chicago; Monsanto Chemical 
Co., plastics division, Springfield 
Mass.; John Henry Co., Lansing, 
Mich. 


ws Dayton Rubber Co., Dayton, 0.; 
Northern Electric Co., Montreal, 
Que.; Young America, New York; 
Business Week, New York; Suc- 
cessful Farming, Des Moines; Haire 
Publishing Co., New York; Colum- 
bia Broadcasting System, New 
York; National Broadcasting ©o., 
New York; Station WMAQ, Chi- 
cago; Paul Herbold, Realtor 
Encino, Cal.; Stork Baby Service 
Detroit; Peoples Outfitting Co. 
Detroit; General Tire & Rubber Co. 
Akron; Willson Products, 
Reading, Pa.; Brunswick-Balke 
Collender Co., Chicago; Sovercig 
Plan, Inc., Chicago; A. D. Julliard 
& Co., New York; Longines-W itt 
nauer Watch Co., New York 
Munsingwear, Inc., Minneapolis 
Donahue Sales Corp., New York 
Fairy Silk Mills, Inc., Shillingto 
Pa. 


Davis Named Ad Director 


Walker W. Davis Jr., adver 
tising manager, has been app: int 
ed director of advertising 9 
Pacific Pathways, Inc., Los A® 
geles, publisher of Pacific Fath 
ways. 


‘New Liberty’ Moves Office 


New Liberty Magazine 
moved its offices to Simcoe Hus 
Richmond and Simcoe Sts., T 


onto, Ont. 
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News World Report 


Dear Sir: May 6, 1948 


Effective at once, the guaranteed circula- 
tion of "U.S.News & World Report" is increased 
from 300,000 to 350,000 net paid, A.B.C. We 
will continue to deliver a sizeable bonus in ex- 
cess of this guarantee. 


There will be no increase in advertising 
rates for the remainder of this year. Further- 


more, we do not contemplate any increase in rates 
for the year 1949. 


The success of the merger of The United 
States News with World Report has surpassed our 
expectations. Not only is our circulation lar- 
ger than any we have achieved in our 15 years of 
publishing, but our advertising revenues are run- 
ning 13 per cent ahead of last year. 


You will shortly receive a detailed rate 
card reflecting the new guarantee of 350,000, 
but, as pointed out above, the rates are those 
which have been in effect since January 2, 1948 
-- (Rate Card 21-A). 


Sincerely yours, 


Director of Advertising 


- 
vice, 
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RUNS, vice-presidents. 


Member Audit a of Circulations, 
Association of Magazine Publishers, 
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United States, Canada and Pan 


Sooner or Later, Thin Ice Cracks. 


If the ponderous weight of this 
column is swung so often in the 


direction of cigaret advertising, the 


reason is obvious. Cigarets seem 
definitely to belong to the category 
of products which are pleasant to 
use, but extremely unpleasant to 
read or hear about. In fact, the 
nicest thing about most cigarets 
seems to be that the product is 
nowhere near as irritating as its 
advertising. 

A week or so ago Camel started 
a new campaign, hoping to estab- 
lish the “Camel habit” by pro- 
moting a 30-day smoking test 
which “proves Camel mildness.” 
This strikes us as perfectly sensible 
strategy, since practically every 
smoker knows that if he once gets 
in the habit of asking for a parti- 
cular brand for 30 days he has a 
devil of a time preventing himself 
from automatically asking for the 
same brand thereafter. 

But Camel dolls up its 30-day 
smoking test with one of the 
trickiest bits of let-down language 
we’ve run across. Says the con- 
ventional gilt - edged - securities - 
bordered box: 

“Prove it yourself! Make the 
Camel 30-day test. Money-back 
guarantee!” And then comes the 
double-talk, in fine print: “Make 
the 30-day Camel test in your 
‘T-Zone’—T for Taste and T for 
Throat. Smoke Camels, and only 
Camels, for 30 days and prove for 
yourself how mild Camels are! If 
at any time during these 30 days, 
you are not convinced that Camels 
are the mildest cigaret you’ve ever 
smoked, return the package with 
the unused Camels and we will 


refund your full purchase price, 
plus postage!” 

It’s a 30-day test; and if you’re 
not satisfied, return the package 
(definitely singular), with the 
unused cigarets, and Camel will 
give you your money back. Some- 
how, that strikes us as a consid- 
erable come-down from the 
promise in the headline to “Prove 
it Yourself! Make the Camel 30- 
day Test. Money-Back Guarantee!” 

Being reasonably practical, we 
can understand how an offer to 
return the money for a month’s 
packages of used Camels might 
easily provide a glorious opportu- 
nity to millions to smoke their 
cigarets without paying for them. 
But the fact seems to be that the 
tricky money-back guarantee was 
dragged in by the heels, into an 
operation where a real money- 
back offer simply won’t work. 

Offers which sound wonderful, 
but get progressively less exciting 
as one delves a bit into the condi- 
tions surrounding them, sometimes 
work. But there is also always a 
certain percentage of people who 
get around to reading the small 
type, and who feel more or less 
keenly that some _ extra-special 
liberties have been taken with the 
language. Every time that hap- 
pens, another segment of the public 
—small or large—loses a bit more 
faith in the integrity of advertising 
and the integrity of advertised 
merchandise. 

Small boys believe that thin ice 
never breaks. But more mature 
individuals know from experience 
that the skater on thin ice had 
better wear a life preserver. 


Advertising by Patent (or Other) Lawyers 


The efforts of the Patent Office 
to prevent all advertising except 
“professional cards” by practicing 
patent attorneys and agents should 
be resisted strenuously by every 
one who believes that advertising 
is a legitimate business tool. 

The volume of advertising at 
stake is small, but the principle is 
as important as any we know. The 
right to advertise is a fundamental, 
basic right as important, in many 
respects, as the right to free speech. 
Any attempt to undermine that 
right, for whatever reason, should 
be resisted with all possible deter- 
mination. 

The argument that the “ethics” 
of lawyers, doctors and sundry 
other “professional” people makes 


advertising unsound, and tars the 
professional advertiser with the 
brush of shyster or quack, has 
never appealed to us. Advertising 
does not and cannot either make 
a quack, or unmake a legitimate 
professional. And there are al- 
ready abundant laws and regula- 
tions to prevent serious misuse of 
advertising by either a professional 
or any other person. 

Regardless of the reasons for the 


proposed no-advertising rule of| 


the Patent Office, we are opposed, 
unequivocally, to the notion that 
the use of advertising, per se, can 
be considered as though it were 
an act of moral turpitude. No one 
in advertising can feel any differ- 
ently. 


PRIVATE 


OU 


“Omigosh! Do you remember your telling me last Friday to ask that magazine space 
salesman to wait until you could see him?” 


O, Bra New World 

We feel that this family maga- 
zine got about as close to an au- 
thoritative discussion of the bra 
and corset brigade as it should in 
a recent news story. But may we 
tell you that: 

A nationwide contest to find the 
girl in America whose beauty and 
figure proportions most closely re- 
semble the Anatolian Venus is 
now being conducted by depart- 
ment stores, Universal-Interna- 
tional (“One Touch of Venus”) and 
Venus Foundations. 

Peter Pan Foundations is turn- 
ing the spotlight on three new 
bras, Royalty, Strapless, and some- 
thing called Manhatten Merry-Go- 
Round. 

Finally comes Formfit, which has 
discovered evidence of cheating. 
“More women are putting up a 
false front than ever before in the 
history of America,” says Formfit 


slyly. It says the sale of padded 
brassieres and bust-pads, known 
colloquially as “falsies,” “cheat- 


ers,” and “gay deceivers,” has dou- 
bled over the past five years. In 
recent years, the demand has in- 
creased, the company says, and the 
demand is equally heavy in all 
parts of the country. Obviously, 
people besides accountants pad fig- 
ures these days. 


Politics, ‘s Wunnerful 

From now on, we're afraid, 
we'll have to include from time to 
time in this unearthly space some 
note that this is a Presidential 
year. It’s one of those things no 
one can completely escape. 

Northwestern Banker, Des 
Moines, has polled a cross-section 
of bankers in a five-state terri- 
tory to see whom they wanted 
for President. It turns out that 
they want Dewey by an 89.5% 
majority. President Truman was 
preferred by 8.5%, Wallace got 
1%, and the same percentage said, 
“No choice.” 

This led a cynical friend to won- 
der if the 1% who liked Wallace 
sold fellow travelers’ checks. 


Jottings 

“Flower Facts and Fancies,” an 
interesting book, has been pro- 
duced by the Society of Americar 
Florists for National Flower Week. 
Nov. 7-14... 

Confronted with the problem of 
providing initials for the back of 
the monogrammed bottles in which 
Sir John Schenley will shortly ap- 
pear, the company turned to the 
telephone directory, found that by 
supplying each bottle with 40 letters 
(tage each, A thru.H, including J, 
L,.P, R, and S; three M’s and one 

each of N, O, Q, and T through Z) 
there would be enough for almost 


any combination .. . 

Dow Chemical would like you to 
know that you needn’t be too con- 
cerned about the poor actors in 


“Joan of Arc.” Their armor is 
made of magnesium, weighs only 
18 lbs.—or about the weight of 
a sweat-soaked seersucker at a 
political convention—whereas the 
original iron would have weighed 
well over 100 lbs. . . 

Fawcett’s Signet Book depart- 
ment recently sent distributors a 
sample of Stanback, and noted “if 
you have a business headache, an 
accumulation of Signet Mentor 
Books in your stockroom, Stanback 
can’t do a thing for you... A sim- 
ple dose of redistribution will ease 
the pain and the grief of tying up 
capital in your stockroom. . .” 

Instead of lugging around one of 
those huge paper sacks crammed 
with samples and literature, visi- 
tors at the Packaging and Materials 
Handling Exposition in Chicago 
Oct. 5-7 will be able to note what 
samples they want on a slip of 
paper, deposit the slip, and the 
literature and data will be sent 
by the Exposition Inquiry For- 
warding Center—the booth of 
Transportation Supply News. As 
a bag-lugger of long standing, 
that’s mighty fine news, and a 
mighty fine idea... 

McCann- Erickson’s Lima office 
has been named by the Peruvian 
distributor of Stillman Freckle 
Cream Co. to handle the advertis- 
ing of Crema La Bella Aurora in 
Peru... 

Harold H. Proskey, of Michigan 
Chemical Corp., New York, recent- 
ly found a wooden plaque of Gen. 
J. R. Hawley, made when he was 
president of the Philadelphia Cen- 
tennial Exposition of 1876. He 
sent it to the Hartford Courant, 
since the general was the Courant’s 
publisher. . 

It won’t do any good, but Ben 
Hall Associates, New York pub- 
licity outfit, has learned from a 
survey of 535 book editors and 
commentators that the overwhelm- 
ing preference is for short re- 
leases. . . 

American Cinefoto Corp., New 
York, has developed a little gim- 
mick called the Movette pocket 
movie, which has a series of pic- 
tures in action sequence which 
spring to life when riffled with the 
thumb. Figure it’s good for sales 
promotion... 

The Magnesium Association 
heads its release MagNEWSium. . 


Can Manufacturers’ Institute 
heads its releases CAN-DENSED 
NEWS... 


Burns, Ore., has a sign at its 
outskirts saying “The Saturday 
Evening Post Town (SEP, Jan. 
31) ... Watch for the Characters.” 


No. 3141. 


The following documents may 
be secured without charge from 
companies sponsoring them or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11. 


No. 3151. 
Process? 


The steps in the process of 
photogelatin printing are de- 
scribed in this booklet, issued by 
The Ullman Co., Brooklyn. List- 
ing types of jobs for which photo- 
gelatin is particularly practical, 
the booklet discusses color re- 
productions as well as monotone. 


What Is Photogelatin 


No. 3152. There Are Two Types 
of Women. An Analysis of Path- 
finder. 


Pathfinder has issued these two 
booklets, the first of which is an 
announcement of “The Pathfinder 
Survey,” and the second, a break- 
down of highlights of the study. 
The analysis reports the size and 
character of Pathfinder’s audi- 
ence, the per cent of family read- 
ership and popularity of Path- 
finder departments among its 
readers. 


No. 3153. Aviation Maintenance 
& Operations and the Market It 
Serves. 


An editorial analysis, reader- 
ship study, and rate card inform- 
ation are included in this report 
on the aviation market and its 
coverage by Aviation Mainte- 
nance & Operations, a Conover- 
Mast publication. 


No. 3154. Television Survey. 


The survey of television set 
ownership and buying plans, re- 
ported in this booklet issued by 
Harper’s Magazine, was _ con- 
ducted among subscribers living 
in New York City’s five boroughs, 
Westchester County and suburban 
New Jersey. The report includes 
information about family compo- 
sition, incomes, value of sets 
owned and an evaluation of pro- 
grams and reception. 


No. 3155. The Handy Index of 
American Types. 


American Type Founders Sales 
Corp. has issued this revised 
edition of its 32-page booklet, 
which gives samples of 235 of the 
most popular ATF printers’ 
foundry type faces, including the 
new “Contact” face. 


No. 3156. Big Sales to Be Made in 
the Excavating Engineer Mari:t 

In this booklet, Excavating En- 
gineer gives estimates of 1948 
purchases in the excavating, dri!l- 
ing and hauling markets, based 
on a mail survey of a represe:t- 
ative portion of the publication’s 
circulation list. 


No. 3157. Grocery Product Bra: ds 
Used By New York Times Fan- 
ilies in New York City cnd 
Suburbs. 

The New York Times has p:\b- 
lished this grocery brand pre! °I- 
ence study, which tabulates he 
percentages of users of spec fit 
brands of a great variety of £10 
cery products. 


Greater Kansas ( it! 
Market Data. 


A day and night coverage map 
population, homes with radios, né! 
effective buying income and r: ta! 
sales are included in this ma‘ke! 
data folder, issued by Stati 
KCKN. 
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Put your sales ammunition ‘‘on target’ in 


America’s 3rd market. Remember that today 
THE INQUIRER is first in advertising linage... 
and is out front in PRODUCTIVITY. 
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Philadelphia Men’s Stores Prefer 
The Inquirer 
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Three Appoint Owen Agency 


Edward Owen & Co., Hartford, 
Conn., has been appointed to 
handle the advertising of F. C. 
Sturtivant Co., Hartford, manu- 
facturer of Columbia antiseptic 
powder; Master Craft Trailers Co., 
Rocky Hill, Conn., manufacturer 
of boat trailers, utility trailers and 
heavy-duty trailers, and Chem 
Products, Hartford, for Cinch, a 
liquid hand preparation for sports- 
men. 


SPECIAL 
FRISKET CEMENT 


$5.00 por gal. $1.50perat. 
ARTEX ARTIST 
RUBBER CEMENT 


$3.50 per gal. $1.25 per qt. 


§.5. RUBBER CEMENT (0 


Wisconsin Supreme 
Court to Get WTM]J 
Injunction Appeal 


MILW AUKEE—Following de- 
nial of its request for an injunc- 
tion «gainst Jack Bundy, manager 
ci Station WMAW, by the Mil- 
waukee circuit court, the Milwau- 
kee Journal Co. has decided to 
carry its case to the state supreme 
court. 

The Journal Co., operator of 
Station WTMJ, sought the in- 
junction early this year to prevent 
using the name “Heinie and the 
Band of a Million Airs” on a 
WMAW program. 

The company charged that Mr. 
Bundy had appeared over WTMJ 
from 1932 to 1944 on a program 


called “Heinie and His Grena- 
diers,” and that he agreed that he 
would not use the name “Heinie” 
or “Grenadiers” on any other 
Milwaukee station during or after 
the expiration of his contract. 

The circuit court denied the 
petition on the grounds that Sta- 
tion WTMJ’s rights to the name 
had been lost by disuse, that 
“Heinie” did not have the stand- 
ing of a trade name, that it was 
not subject to property rights, and 
that the restriction on the use of 
the name after expiration of the 
1932 contract could not be en- 
forced by law, since such action 
would abridge Mr. Bundy’s per- 
sonal rights. 

The court held, however, that 
the slogan, “the band of a million 
airs,” over WMAW constituted 


unfair competition and restrained 
Mr. Bundy from using it. 


Cummings Names Garrison 


W. W. Garrison & Co., Chicago, 
has been named to handle the ad- 
vertising of Cummings Business 
Machines Corp. and its auxiliary, 
Cummings Tools. Magazines will 
be used. 


KTSL Joins DuMont Net 


KTSL, the Don Lee video station 
in Hollywood, has signed an affil- 
iation contract with the DuMont 
television network. Radio stations 
of the Don Lee system are Mutual 
affiliates. 


Dick Fowler Opens Agency 

Dick Fowler has opened offices 
of Dick Fowler Advertising at 20 
W. 9th St., Kansas City, Mo. 


“| have been a subscriber to Kansas Farmer as 
far back as | can remember—and my father 
before me. And when | advertise our purebreds 
in farm papers, Kansas Farmer tops the list. It’s 


a wonderful 
Wakarusa, 


medium,” — says Jim Tomson of 
Kansas. 


This statement reflects the 


opinions of hundreds of Kansas livestock adver- 
tisers who prefer their state farm paper as an 


advertising medium. 


Jim Tomson is one of a family famous in Shorthorn 
circles. On their 1,000-acre Kansas farm graze 150 
of the finest Scotch-bred Shorthorns in America. 
John Tomson, Jim’s father, was president of the 


American Shorthorn Breeders Association, 


and 


Clinton Tomson, a son, is secretary. Jim has been 
a director. Tomson, master farmer, and an author- 
ity on better farming methods, is interested in a 
thriving hybrid corn company which is managed 


by Jim Tomson, Jr. 


WHEN 


SELL KANSANS THEY 


Choose 


No. 2 A WEEKLY 


FARM NEWSPAPER . 
from Publishers Information Bureau 


DISPLAY LIVESTOCK ADV. 1948 
No. 1 KANSAS FARMER 


41,790 lines 
3,915 lines 


In selecting an advertising medium to carry their sales 
message to the farmers of their state, Kansas farmers 
logically choose their state Farm Paper, the publica- 
tion that exerts the greatest influence on their own 
buying. Cold facts substantiate the statement that 
Kansas farmers choose KANSAS FARMER to carry 
their livestock display advertising 11 to 1 over any 


other medium. 


This choice is important to those who are building an 
increasing market for their established products or 


KANSAS FARMER « Editorial & Business Office, Topeka, Kansas 


WAKARUSA, KANSAS 


attempting to market new products in Kansas. What 
better choice of an advertising medium than Kansas 
Farmer—the state’s number one farm advertising 
medium—the 11 to 1 choice of Kansas buyers of 


display livestock advertising. 


An editorial policy, geared to Kansas balanced agri- 
culture, a policy that analyzes, not merely reports on 
farm events, has built this overwhelming acceptance. 
The result is a state farm paper that is a dominant, 
creative influence on better farming methods and that 
carries unequalled prestige in Kansas agriculture. 
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Display Study Gets 
Under Way in Troy 
at Frear’s Store 


New YorK—tThe first of a series 
of studies to be made by the 
National Association of Display 
Industries and conducted by the 
New York University School of 
Retailing got under way Sept. 20 
at William H. Frear & Co., Troy, 
N.Y. 

The study is aimed at establish- 
ing window audience circulation 
and analyzing store window traffic 
in terms of quantity, sex, age, 
direction and time. Records were 
kept by hour from Sept. 20 to 
Sept. 25 during all store hours, 
using 14 full-time and 14 part-time 
research workers to record traffic. 

The group picked Troy because 
of its population—70,304—its com- 
petitive selling, and the coopera- 
tive management of Frear’s. 


® The next study will be made at 
Cain-Sloan Co., Nashville, during 
Oct. 11-16. This window study will 
attempt to test display techniques, 
utilizing a turntable equipped with 
three divided segments. In the first 
segment merchandise will be dis- 
played without mannequin, at- 
mosphere or fixtures; in the second, 
the same merchandise will be on 
a mannequin; in the third, the 
merchandise will have both man- 
nequin and an atmosphere of 
special contrasts. The turntable 
is manually operated, and each of 
the three segments will be shown 
separately to the street traffic for 
one hour. Field research workers 
will be obtained from Vanderbilt 
University. 


® Identical studies will be made 
in Dallas, and Cincinnati or 
Jamaica, N.Y., to determine 
whether traffic behavior follows 
any predictable pattern. 

While these tests are made on 
windows, the NADI-NYU study 
proposes to start exploring the 
sales power of interior presenta- 
tion techniques. Tests will be made 
in men’s wear (shoes), ladies’ wear 
(“intimate apparel’) and home 
furnishings (lamps), three 
stores in St. Louis, the test being 
supervised by Prof. James A. Firth, 
Washington University. 

An identical test will be made at 
Miller and Rhoads, Inc., Richmond. 
All test results are to be reported 
at the NADI’s meeting in New 
York at the Hotel New Yorker 
during the Dec. 5 market week 
Exact time and date will be an- 
nounced before Nov. 1. 


New Ad Mat and Printing 
Plate Service Opened 


C. S. W. Plastic Types, Inc., a 
new advertising mat and printing 
plate company, has opened a plent 
at 94 Silas Deane Hwy., Rocky 
Hill, Conn., with New York offices 
at 9 E. 45th St. The services offer ed 
by the company will include ‘he 
direct pressure method of molding 
plastic printing plates, plastic- 
faced baked mats, rubber print ng 
plates, newspaper mats and ster- 
eotypes. 

Officers of the company are DY. 
James L. Courthouts, president: 
John J. Sheridan and Richarc T. 
Wall, vice-presidents, and Janes 
F. Wall, secretary-treasurer. 


WBIS Appoints Two 

Amletto Ciccarelli has be? 
named advertising copywriter .n¢ 
salesman of Station WBIS, Bri ‘to 
Conn., a new station owned Dy 
Bristol Broadcasting Corp. 2 


Clarke, formerly director 
women’s programs of _ Sta io 
WBRY, Waterbury, Conn., 124 


been named director of pv lic 
relations. 


Fashion-Flo to Krohn 


Fashion-Flo, Greensboro, N ©. 
mail order hosiery, has appoi 1te4 
Allen Krohn Co., Greensbor:, ‘ 
handle its advertising. Maga’ in@ 


and direct mail will be used. 
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Just off the press...is the new, up-to-date AMERICAN 
MAGAZINE Market Guide. Through its fact-filled pages, you 
can get to know—down to the last detail—the families that 
read THE AMERICAN MAGAzine. What kind of men and 
women are they? What are their incomes? What are their 
buying habits? What are their brand preferences? 


The survey answers given by both the men and women 
readers of THE AMERICAN MAGAZINE present an accurate, 
detailed picture of a large segment of the worthwhile fam- 
ilies of America. 


For example, not only does this Market Guide reveal 
how many readers own automobiles, it also tells you the 
make, the mileage driven in 1947, and what make they 
plan to buy next. 


If you are interested in any phase of the businesses or 
products listed in the box at right, the Market Guide and 
supplementary material from other recent surveys will be 
particularly valuable to your 1949 sales and advertising 
program. 


The Crowell-Collier Publishing Company, 250 Park Avenue, New York 17, N. Y. 
Publishers of The American Magazine, Collier's, and Woman's Home Companion 


the with hungry minds 


CHECK LIST—The American Magazine Market Guide 


Automobiles Jewelry and Silverware 

Automotive Supplies Motion Pictures 

Cameras and Films Pens and Pencils 

Candy and Gum Pet Foods 

Financial Habits— Shaving Materials 
Savings, Credit, etc. Smokers’ Supplies 

Foods, Beverages Sporting Goods 

Fuel, Heating Television 

Gasoline and Oil Toiletries—Men—Women 

Home Equipment Typewriters 

Insurance Vacation Travel 


For details on items pertinent to your business, please check 
the above and return to us with a letter requesting such 
information. 


The AMERICAN Magazine, Reader Research Department 
250 Park Avenue, New York 17, N. Y. 


merican 


MAGAZINE 


1e “| 
Ly Tad 
of ong ee € 
eng 
de at — 
10nd. 
orted 
New | 
orker 
week | 
> an- | +] 

; 

. 
ne., a 

plant 
Rocky 
ed 
i 
lastic- 
inting 
sti 
anes 
been 
er and 
Zri tol, 
ed by 3 
“ay 
Sta ion 
“9 has 
pt lic 
N C. 
poi ited 
d. 


for more than four consecutive years 


BURRUS MILLS 


has been advertising* on 


station W Vi k Memphis 
WMc First FM station in the Mid. 


5,000 watts day and night, 790 kil- 
ocycles. National representatives, South 
the Branham Company. Owned 
and operated by the Commercial 


Appeal. a M C T Television coming soon 


*A “selective” advertiser with more than 1,040 quarter hour programs during this period. 


300 Seattle 
Grocers Formed 


into New Group 


SEATTLE—A new organization of 
independent grocers, who are to get 
free advertising each week in met- 
ropolitan newspaper food pages, 
has been launched by the National- 
Schwabacher Grocery Co., a divi- 
sion of Lang & Co. here and one 
of the oldest and largest wholesale 
grocers in the Pacific Northwest. 

The organization is the Certified 
Independent Grocers of Washing- 
ton. More than 300 independent 
grocers in the Seattle-Everett area 
have signed up. Six-column ads 
each Thursday in the Seattle Times 
and later in other dailies are in the 
program. 

In Certified Independent Grocers, 
advertising costs are borne by Na- 
tional-Schwabacher. Grocers who 


Look at Levelcoat.. . 
for brightness 


Yes, for the clear brilliance that 
makes fine printing sparkle, look 
at Levelcoat.* Beautiful Levelcoat 
printing papers have body bright- 
ness, bred in the fiber itself. And 
surface luster born of clays as 
smooth and white as swan’s down! 


Look at Levelcoat... 
for smoothness 


See it—feel it! Let your eyes and 
your fingers tell you how much 
smoother Levelcoat is. Here is an 
unusually fine coated paper. For 
Levelcoat is surfaced by a precision- 
controlled process... to give your 
printing the Levelcoat lift! 


Look at Levelcoat... 
for printability 


Lilustrated here is a typical use of Levelcoat*, not an actual booklet 


To pressmen, Levelcoat printability 

means beautiful, dependable per- 
formance, run after run. To adver- 

tisers it is an assurance that the 

most carefully wrought effects will 

come faithfully through the presses 

— subtly, glowingly alive! 

* 

«PAYS 
PRINTING PAPERS 


of 
OK ar 


REG. U.S. PAT. OFF. 


Levelcoat* printing papers are made 
in these grades: Trufect*, Kimfect*, 
Multifect* and Rotofect*. 


KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN 
‘4 
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sign up are required to sell at the 
prices established in the advertis- 
ing, but there is no requirement 
that they buy from National- 
Schwabacher. However, advertis- 
ing includes promotion for Nation- 
al-Schwabacher’s private brands, 
covering canned and bulk foods, 
coffee, tea and specialty products. 
These brands are Happy Home, 
Reliance, Gold Shield and Lang’s 
nuts. 


= Members receive whatever cash 
allowances are made for chain 
store discounts based on the pur- 
chases for the entire organization 
Cooperative advertising allowances 
go to National-Schwabacher to 
help offset the advertising bill. 
Total cost of the promotion, includ- 
ing advertising, art work, merchan- 
dising bulletins and other expenses, 
was placed by National-Schwab- 
acher in round figures at $100,000 
a year. 

Membership is expected to ex- 
ceed 400. On an average retail store 
sales of $100,000 a year top, the 
group would represent total sales of 
perhaps $40,000,000, of which pos- 
sibly $25,000,000 would represent 
grocery products. 

The organization is the develop- 
ment of Richard E. Lang, president 
of the parent company, and E. M. 
Muldoon, general manager of Na- 
tional-Schwabacher’s food and gro- 
cery division. Mr. Muldoon was 
with A&P stores for 20 years and 
formerly was director of sales for 
the New England division of A&P. 


® Prices set in ads are established 
by an advertising committee con- 
sisting of Mr. Muldoon, his chief 
buyers and Frank Taskett of the 
Taskett Advertising Agency, which 
handles the account. 

Mr. Taskett has specialized in re- 
tail food store advertising for near- 
ly 25 years. He was one of the 
founders of Associated Food Stores 
in San Francisco and later was ad- 
vertising manager of Jenny Wren 
Stores and of Public Food Stores, 
San Francisco. 

Members of the Certified Inde- 
pendent Grocers receive a decal 
seal for store identification. Mr 
Muldoon also issues a periodic mer- 
chandising bulletin containing 2 
guide to food prices and a discus- 
sion in each issue of some phase of 
store operation. The information on 
prices, he said, gives independent 
grocers advice on market trends of 
the sort that chain grocers now 
have. 

As a matter of policy,all adver- 
tising will crusade for the inde- 
pendent grocer and for Washing- 
ton-produced foods. 


Beaven and Breyer Promoted 


Herbert Beaven and Don Breye! 
have been promoted to vice-presi- 
dents of Brisacher, Van Norden & 
Staff, Los Angeles. Mr. Beaver 
also has been named manager 0! 
the agency’s Los Angeles office 
where he has been an accoun' 
executive since 1934. Mr. Breyer 
will supervise the plans depar'- 
ment in the same office. 


Pharmaceutical Admen Elect 


The Pharmaceutical Advertisiné 
Club of New York has elected 
Robert N. Irons, Wallace & Tierna! 
Co., Belleville, N. J., presiden' 
Other officers are: Paul Rode! 
Ciba Pharmaceutical Products 
Inc., Summit, N. J., vice-presiden' 
Ted Miller, Borden Co., New York 
secretary, and John H. Hins 
Fellows Medical Mfg. Co., 
York, treasurer. 


Appoints Metcalf 


Lobl Mfg. Co., Middleboro, Mi iss 
manufacturer of electric he: 
pads and ice bags, has na ne 
George T. Metcalf Co., Providen 
R. I., to handle its adverti: in 
Trade publications will be used 


Dunk Joins Watt Publishinc 

Leonard S. Dunk, formerly # 
count executive of Charles Bu! 
elle Co., Hartford, Conn., > 


joined the eastern office of W# 
Publishing Co., Fanwood, N. J. 
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by thinking a little harder... 


... it’s usually possible 
to produce advertising that 
moves more merchandise 


per dollar invested. 


YOUNG & RUBICAM, INC. 


Advertising + New York Chicago Detroit Hollywood 
San Francisco Montreal Toronto Mexico City London 
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JWT Promotes Lewellen 


W. C. Lewellen has been named 
director of public relations in the 
Los Angeles and Hollywood offices 
of J. Walter Thompson Co. He also 
will continue to direct JWT’s 
motion picture advertising depart- 
ment activities in Hollywood, Los 
Angeles and New York. 


Drops Brewery Account 

Bond & Starr, Inc., Pittsburgh, 
has resigned the account of Pitts- 
burgh Brewing Co., brewer of 
Dutch Club beer. 


remember 
Business 
Associates 


Try Salt on That 
Apple, Morton Ad 
Campaign Suggests 


with a sprinkling of Morton’s salt, 
will be featured in an extensive 
fall advertising campaign which 
Morton Salt Co. will launch Oct. 
14. 

The campaign, continuing a 
heavy promotion begun last Jan- 
uary, will start with copy in more 


will appear each week in these 
dailies over a 10-week period. 
Magazine advertising will be led 
by a four-color page in Life, while 
smaller black-and-white ads will 
appear in Family Circle, Good 
Housekeeping and Western Fam- 
ily. Nearly 3,000 outdoor boards 
will be used, starting Nov. 1. 

The outdoor posters and four- 
color magazine copy, using the 
familiar headline—‘More People 
Use Morton’s”—will show a tempt- 
ing dish filled with three varieties 
of choice eating apples. The illus- 


Cuicaco—Juicy apples, improved 


than 650 daily newspapers. Ads 


trations will show a pair of hands 
applying salt to a partly eaten ap- 
ple. Morton’s slogan, “When It 
Rains It Pours!” will complete the 
ad. 

Needham, Louis & Brorby is the 
agency. 


McGuiness Named V. P. 


Donald McGuiness, manager of 
the Chicago office of Campbell- 
Sanford Advertising Co., Cleve- 
land, has been named a vice-presi- 
dent and a member of the board of 
directors of the agency. He also 
will continue as manager of the 
Chicago office. 


Wenzel Tent & Duck to R&R 

H. Wenzel Tent & Duck Co., St. 
Louis, has appointed Ruthrauff & 
Ryan to handle extensive advertis- 
ing of Water Boy water bags for 
tourists and farmers, tarpaulins 
and other products. 


Edgecomb to Gray & Rogers 
Edgecomb Steel Co., Philadel- 
phia, a metal service organization, 
has appointed Gray & Rogers, 
Philadelphia, to handle its adver- 
tising. 


In San Francisco* 
Almost Everyone's a Plutocrat 


AND ONE COLUMBIA STATION 
SERVES THEM ALL 


*Of the nation’s 200 largest cities, 
San Francisco is first in per capita 
net effective buying income. 
Source: SALES MANAGEMENT'S 
Survey of Buying Power dated 


May 10, 1948. 


Represented Notionally by Edword Petry & Co. Inc. 


Francisco Studios 


Palace Hotel 


Paecifre Agricultural Foundation, Ltd 
Sen Jose, Californie 


e The Colorado Medical Society has picked Hucu B. Terry, mgr. 
of KLZ, as the outstanding layman of the year for his contributions 
to Colorado medicine. He was cited as “public benefactor” for his 
work as producer of “Knave of Hearts,” a public service series deal- 
ing with the major causes of heart disease. @ LESTER RONDELL, art 
director in the New York office of Morris F. Swaney, Inc., is holding 
a one-man show at the Associated American Artists galleries. He is 
pres. of the Art Directors Club of New York. e 


eBarctay ACHESON, director of the international editions of the 
Reader’s Digest, flew to Europe on Sept. 11 to work on the new 
German and Italian 
editions of the Digest. 
@Henry M. STEVENS, 
v.p. and director of 
J. Walter Thompson 
Co.., has been ap- 
pointed general chair- 
man of the 70th an- 
nual campaign of the 
United Hospital Fund. 
Roy E. LARSEN, pres- 
ident of Time, is 
president of.the fund. 
eA testimonial lunch- 
eon was tendered 
Witt R. Gowpen of 
the Universal Match 
Corp. at the Waldorf- 
Astoria upon his mov- 
‘ing to Los Angeles to 
establish West Coast 
headquarters for the 
newly organized 
National Match Book 
Advertising. At the 
invitation of JOSEPH 
E. SHOoRIN, president 
Topps Chewing 
Gum, representatives 
of tobacco, candy, 
grocery and adver- 
tising fields presented 
Mr. Golden a leather bound portfolio of personal letters extending 
good wishes.e 


“ONE SHOT GLENNON’’—Steve Glennon, ad director 
of Outdoor Life, looks pretty pleased about his one- of 
shot kill in the Antelope Derby staged at Rawlins, Wyo. 
The picture was snapped by Walter Reilly, Pacific 
Coast representative of Outdoor Life and Advertising 
Age, who ulso got one the same size with one shot. 


e The Advertising Club of Los Angeles and the Los Angeles Ad- 
vertising Women’s Club are joint sponsors of the lst annual costume 
ball to be held Oct. 29 in the Crystal Room of the Beverly Hills 
Hotel. Those attending are requested to come in costumes repre- 
senting their products or service, or those of clients. Prizes will be 
awarded to the most original ideas. Co-chairmen for the event are 
CHARLES Horn, Los Angeles Examiner, and HELEN Epwarps, Helen 
Edwards & Staff e Ray Vir DEN, president of Lennen & Mitchell, 
New York, has been appointed chairman of the Salvation Army’s 
1949 maintenance appeal e JAMES VANDIVEER, director of remote 
telecasts for KECA-TV, Los Angeles, has been appointed radio and 
television representative on the publicity committee of the Los 
Angeles Chamber of Commerce’s 60th anniversary celebration e 


e@ BarRTLEY CruM, publisher of the New York Star, returned from 
Palestine Sept. 19, and presented a special report two days later in 
a broadcast from WBBM, Chicago, over the CBS net. e WILLIAM 
W. J. Strupp, dir. of Illustrated News & Sketch Ltd., and director 


“STAG O’ROUND”—Starting off at the annual Skycrest Stag O’Round at the Skycres! 

Country Club are (left to right) J. Hugh E. Davis, executive vice-president, Foote, Con 

& Belding; Jerry Glynn, manager of the Chicago office, Sponsor magazine; Harry fF 

Dieter, manager of the radio department, FC&B, and W. R. Forrest, executive assis! 
ant, FC&B. 


and general manager of British National Newspapers, who is on a 
extensive business trip in this country, was given a luncheon at th: 
Advertising Club of New York Sept. 20. e 


e Latest additions to the professional faculty of the Maren Elwoo 
Professional Writing School in Hollywood are LEo Court, pub! 
relations counsel, who will handle the public relations course, an 
DALE JONES, Coleman-Jones Advertising Agency, who will teach the 
advertising course. o© RoBert P. Carey, public relations director 0! 
Bozell & Jacobs, Chicago, was married Sept. 21 to Lorita Maloney, 
popular Chicago singer. e Europe-bound travelers include Pai! 
TALBOT, executive director of the Italian Publishers Representatives, 
who left Italy on Sept. 24 to confer with the publishers of the var'- 
ous newspapers represented by the organization; Lever Brothers 
President CHARLES LUCKMAN, who sailed on the Queen Elizabe'h 
on Sept. 22 for a month’s visit to England and the Continent, and 
RIcHARD D. MATHEWSON of United Nations World, who traveled via 
Scandinavian Airlines on Sept. 18 for a business trip to London 
and Paris. @ 
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To stay in the majors you have to be pretty good. We are 


proud of our long record as photo-engravers for many major advertising agencies. 


Collins, Miller & Hutchings, Inc. e Chicago photo-engravers 


207 North Michigan Avenue, Chicago, Ill. 
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property for retailers.” 


And today you've got to sell! 


CIRCULATION... 


Guarantee raised to 750,000. The pay-off to an editorial plan is in 
continued circulation gains. How successfully ARGosy has planned is 
proved by the fact that the guarantee has been tripled in the short 
space of two and one-half years, and this, at the toughest 

proving ground in the world—the newsstand. 


Today, with 97% newsstand circulation, ARGOsy is guaranteeing 
its advertisers 750,000 paid with the February 1949 issue. No 
wonder the June 14th issue of NEWSWEEK, said, “Such lucky accidents 
(a chance radio mention) hardly explain a circulation rise of 116% 

in nine months—and of nearly 1300% in four years.” 


Perhaps the August NEWSDEALER best summed it up by stating, 
“Nothing has been overlooked in making ARGOSY an even more 
interesting magazine for men and an even more profitable 


That's true of scotch, socks, shaving cream, suits and many lines—even magazines. 
That's why the job of selling that arcosy has done in today’s market concerns you. 


EDITORIAL... 


“Argosy is the talk of the publishing world of late . . . to say ‘I sold 
Argosy’ means you have name credit worthwhile” —AUTHOR AND 
JOURNALIST for August. 


This is typical of the comment that ARGOsy’s editorial pattern, “a 
complete man’s magazine for the all-around man,” gets from authori- 
ties. Today, as a result of over 30 months of continuous editorial re- 
search and newsstand pre-testing, ARGOSyY stands for the things men 
like best in a magazine—top-drawer fiction, informative articles, out- 
door and participant sports coverage, men’s wear and accessories, 
travel, job and opportunity, pictorial features and humor. 


Every story and article in the past July issue received at least an 
80% readership or better. 


FEB. 1949. 
750,000 


APRIL 1948 
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MARKET... 


All-around men—neither super nor pseudo-sophisticates. By finding and feed- 
ing today’s tastes among all-around men, ARGOsy attracts a readership that 
is ideal for the sale of all types of products that men buy for themselves and 
their families. 


Consider: More than 98% of this audience is male, with most (61% ) be- 

tween the ages of 18 and 35. Money to spend? Over 70% have family in- 
comes of $3,000 or more while the medium income for the group is $3,958; i 
in addition, 68% own at least one automobile, 88% a still camera. iat 


Yes, this newly-gathered audience makes a fertile market because here are 
men with a wide variety of interests and sufficient money to buy the things 
they are sold on. 


Although space sales were started in mid-’48 only after the magazine was 

proved, already advertisers like Chesterfield, Botany, Schenley, Daly Broth- ' 
ers, Indian Motocycle, Zippo, Mennen, Paris, Wildroot and Four Roses have i 
signed to do business in ARGOSY. 


And ARGOsy remains a “buy” through ’49. The new rates effective with the 
February 1949 are guaranteed for one year. The basic cost remains $2.50 
per page per M—the lowest in the men’s field! 


MERCHANDISING... 


Argosy Advance to cover 20,000 retailers in four fields. Completing the ARGOSY 
picture for advertisers is The ARGosy Advance, a new trade-news digest in four 
editions, each to be edited by an expert in the field and covering the four most 
important retail markets for manufacturers who want to sell Men’s Wear, 
Sporting Equipment, Beverages, and Drug Store merchandise. 


As the September issue of Promotion Age characterized it, “ARGOSY is moving 
full steam ahead to become a major carrier of men’s goods advertising.... 

(One of) the main driving wheels in the new mechanism is the ‘ARGOsy Advance’, 
free circulating tabloid, designed to tell major retailers details of brand-name 
manufacturers’ promotional activities.” 


The ARGOSY Qbdvance |= 


The “Advance” will be issued this Fall, and again before every major buying 
season, to 20,000 top retailers throughout the country. 


The A 


Coming up also, is the ARGOSY-sponsored nation-wide Crossley Poll on the 
“likes of American males.” It’s bound to be a “must” for every men’s field marketer. 
Watch for the first report in the December ARGOsyY. 


For complete information 


on the “Advance”. The Crossley Poll or any other phase of the ArGosy market, write, wire or call ARGosy — 
205 East 42nd St., New York 17; 333 N. Michigan Ave., Chicago 1; 427 West Fifth St., Los Angeles 13. 


MANS MAGAZINE 
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Ford’s Warmer Copy, 
| Layouts Paying Off 
in High Readership 


Detroir—A drastic change in 
postwar advertising techniques ha 
given the Ford Motor Co. a decided 
§ edge over competitive automobile 
advertising, John R. Davis, vice- 
president and director of sales for 
Ford, told the Federation of Auto- 
mobile Dealer Associations at 
Banff, Alta. 

“I think I am safe in saying that 
most automobile advertising before 
the war lacked warmth and 
humanness,” Mr. Davis said. “The 
human approach was either ig- 
nored or neglected. Claims were 
so loud that they minimized or 
actually destroyed the advertising 
effectiveness. Frequently a con- 
= fidential whisper might have ac- 
complished better results. 

“All prewar automobile adver- 
tisements were pretty much alike, 
not only in appearance but in 
selling philosophy. Some manu- 
facturers and their agencies did 
better jobs than others, naturally 
m™—but the fact remains that an 
advertisement prepared for one 
product might easily have been 
used for another, simply by a 
change of picture and product 
name.” 


=@ Mr. Davis said that, following 
resumption of car production after 
the war, “We decided to use the 
human rather than the academic 
approach, to resort to clever illus- 
trations and copy without being 
‘smart alecky.’ In other words, 
appeal to the imagination and to 
the emotions of the reader, and 
at the same time impress definite 
sales points in a believable and 
unforgettable way. It was our 
belief that people would respond 
to light, intriguing advertising 
more so than strong, argumenta- 
ive, claiming and boastful type 
“This thinking refers not only to 
he copy, but to the format of 
advertisements,” Mr. Davis de- 
‘lared. “People don’t seem to have 
he time any more to read adver- 
ising essays. 


“The entire trend is toward more 
pictures with informative cap- 
ions, the short story, ‘capsule’ 
type articles, short editorial fea- 
tures and, above all, an increased 
use of color. The same reasoning 
applies to advertisements. At least 


\ 


Mode 
Customers! 


\ 


‘eachers really are models . . . for the 
9,000,000 youngsters in America’s class- 
yoms and for millions of adults, too. 
eachers’ opinions and preferences in- 
uence thinking . . . and buying .. . 
verywhere. As a group, they’re Amer- 
@a’s most influential market. 


each more teachers in State Teachers 
aagazines, where exclusive local news 
overage gets cover-to-cover readership. 
Vrite Georgia C. Rawson for the com- 
lete story. 


3 MAGAZINCS—752,000 SUCSCRIBERS 


we think so, and that’s why we 
began to streamline the Ford 
advertising approach and format 
months ago.” 

Mr. Davis declared that Starch 
readership ratings give Ford a 
decided edge over competitive 


| automobile advertising. He said 


he disclosed this “to support my 
opinion that there has been a 
marked change in automobile 
advertising, and so, too, there must 
be a marked change in automobile 
selling technique come the buyer’s 
market.” 


Gary to Greenwood 


Bernard Gary, former produc- 
tion manager of the advertising 
department of L. Sonneborn Sons, 
Inc., New York, has joined the 
J. W. Greenwood agency, New 
York, as account executive and 
assistant to the president. 


Gets Cigar Account 


H. N. Heusner Co., Hanover, Pa., 
manufacturer of City Club cigars, 
has placed its advertising with 
Kronstadt Advertising Agency, 
Washington. 


Munroe Leaves Chrysler 


Stewart W. Munroe, general sales 
manager of the Chrysler division 
of Chrysler Corp., Detroit, has 
resigned to enter another business. 
He was with Chrysler for 27 years 
— general sales manager since 
1941. 


Maxwell Names Saxon 


David W. Saxon, formerly on 
the editorial staff of the Commer- 
cial Appeal, Memphis, has been 
named publicity director of Early 
Maxwell Associates, Memphis. 
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Peterson to Westinghouse 


Wilbur C. Peterson, formerly 
managing editor of the News- 
Journal, Mansfield, O., has been 
named supervisor of refrigeration 
advertising of the -Westinghouse 
— Appliance division, Mans- 
ield. 


Schurr Joins Buckley 


Bill Schurr, formerly account 
executive of Packard Agency in 
Philadelphia, has joined Earle A. 
Buckley Organization, Philadel- 
phia, in the same capacity. 


“What Stabilizin 
the Currency?” 


Millions of words have been written 
— thousands of voices have been 
raised in hot argument—on the sub- 
ject of “sound currency.” Most per- 
sons are agreed that there should be 
some sort of check on the potentially 
infinite issue of currency. Unfortu- 
nately, there is little agreement on 


how to accomplish this most desir- 


able end. 


standard. The 


was kept. The 


Impossible? Not at all! In 1874, the 
United States government informed 
its citizens that within five years the 
nation would be back on the gold 


necessary arrange- 


ments were made, and the promise 


country found itself 


back on the gold standard in 1879. 


We at Chilton, believe that right 


now—while the threat of run-away 


inflation is still a threat and not an 


In all the welter of words, written 


and uttered, the merit of one proved, 
automatic check is overlooked. It's 
simply this: Arrange for an early 


return to the gold standard! 


THE IRON AGE @ HARDWARE AGE € DEPARTMENT STORE ECONOMIST @ BOOT AND SHOE RECORDER @ MOTOR 4 
COMMERCIAL CAR JOURNAL @ THE SPECTATOR LIFE INSURANCE IN AC ‘IC 


actuality—is the time to return to 


the gold standard and take full ad- 
vantage of this automatic check on 
inflation and the dangerous over- 


expansion of credit. 


CHILTON COMPANY (INC.) 


Chestnut and 56th Sts. 
Philadelphia 39, Pa. 


100 East 42nd Street 
New York 17, N. Y. 
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»yalty and Credit 
andards Sought 
Video Group 


Yew York—One of the prin- 
al aims of the newly established 
lependent Television Producers 
sociation will be to set up uni- 
m controls for the use of tele- 
ion transcriptions. 

fhe association, which has 
med Martin Gosch as president 
» tem, claims to represent ap- 


proximately 70% of the non-net- 
work producers with programs 
now on the air here. 

The producers, each of whom 
has had to work out the best 
agreement he can obtain individu- 
ally, hope a set of standards can 
be agreed upon, with video net- 
works and stations, for time limi- 
tation on the use of transcribed 
television programs. The associa- 
tion also will seek to put into effect 
a uniform code for visual credits 
and to aid its members in estab- 
lishing royalty rights. 


In addition, the group will serve 
as a clearing house of information 
and ideas for advertisers and their 
agencies. 


Become TV Film Producers 


Joseph Newman and Orville 
Fouse have formed Cinecraft Pro- 
ductions, Inc., Hollywood, to pro- 
duce television films. The com- 
pany will not produce on specu- 
lation. All pictures will be made 
on order after submission and ap- 
proval of ideas, and scripts have 
been sold to advertisers. Films 
will not be sold outright, but 


leased for runs as is now done in 
the moving picture industry. Fi- 
nancing will parallel that of the 
motion picture industry where re- 
leases and money are set before 
work begins. 


Fair Trade Price Raised 


Eversharp, Inc., Chicago, in- 
creased the fair trade minimum 
on Eversharp-Schick Injector 20- 
blade cartridges from 69¢ to 73¢ 
Oct. 1. The list price will remain 
at 75¢. The same arrangement 
applies to the Eversharp-Schick 
20-blade magazine package. 
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@ DISTRIBUTION AGE 


THE JEWELERS’ CIRCULAR-KEYSTONE 


AUTOMOTIVE INDUSTRIES 


EVERY LITTLE WORD 

...in BUY-LINES | 

Makes Your Product A 
“BUY-WORD” 


Let Nancy Sasser Sell for : 
YOU In TWO Columns: * 
“HOUSEWIFE’S 


SPECIAL” 


14,824,020 Circulation 
Thursday Evening or, 
Friday Morning i 
on Food or Women’s 


Pages 
| 


SUNDAY COLUMN 


15,709,211 Circulation 
on Society or Women’s 
Pages 


Each Column 
Gives You... 


NATIONAL 
COVERAGE! 


INTENSIVE 
LOCAL IMPACT! 


PROVEN HIGH 
READERSHIP! 


For further information write to: 


—BUY-LINES 


271 Madison “Avenue, New York 16, N.Y. 
360 North Michigan Avenue, Chicago |, til 


735 Montgomery St, San Francisco 4, Calif 
333 SW. Oak ‘Street, Portland 4, Oregon 
2978 Wilshire Boulevard. Los Angeles 5, Calif 
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LIFE alone covers 


LIFE FAMILY READING BY FAMILY SIZE 


Persons in Family 


LIFE 


LIFE READING FAMILIES Family 
(10 years and Over) Coilstons 
FIVE OR MORE 
| PERSON 1,500,000 46% 
FAMILIES 
FOUR PERSON 
FAMILIES S00 48% 
THREE PERSON 
FAMILIES 3,300,000 39% 
TWO PERSON 
FAMILIES 6,900,000 34% 
SINGLE PERSON 
FAMILIES 20% 
TOTAL INCLUDING 
14,950,000 36% 


ONE PERSON FAMILIES 


TOTAL EXCLUDING 
ONE PERSON FAMILIES 


14,000,000 
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all U.S. families 


lear indication of the tremendous growth of the U.S. market is the vast increase 
in the number of families. 


Today there are 5 million more families than in 1940. And the family is the pur- 
chasing unit for most consumer goods! 


Growing right along with the market for consumer goods is LIFE. 


As the chart shows, LIFE is read in 14,950,000* families . . . 36% of the nation’s 
total. . . a market big enough to absorb more than the entire production of most 
any national brand of consumer goods. 


This figure is supplementary to LIFE’s Continuing 
Study of Magazine Audiences No. 9, supervised by the 
Magazine Audience Group. 


The M.A.G. is composed of seven of the country’s 
most distinguished market researchers, who developed 
and tested the methods used in C.S.M.A. 


The latest M.A.G. study shows a total of 27,572,000 
individual readers for LIFE. 


MOVIE ACTRESS 
COLLEEN. TOWNSEND. 
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CALL FOR 


PHILIP MORRIS 


America’s Finest Cigare?*s 


CALL FOR 


MAXWELL 


For ‘“*‘HIGH-SPOTS”’ 


Outdoor Advertising 
CALL 


THE R. C. MAXWELL CO. 


ATLANTIC CITY 


WASHINGTON—Department store 
sales in the U. S. for the week ended 
Sept. 18 were up 11%, as compared 
to the corresponding week of last 
year, according to Federal Reserve 
Board reports. 

The sales index for the week 
climbed to 335, the highest point 
yet reached in 1948. The Dallas 
(11th) district reported greatest 
year-to-year gains with a 31% rise 
in dollar volume of sales. 

Both the Philadelphia (third) 
and the Atlanta (sixth) districts 
reported gains of 30% on the year- 


Federal Reserve Figures on Department Store Sales 


There’s a lot more to it than this... 


new york 


san francisco 


In any kind of business these days you certainly have to 
get around. But in the highly complex advertising field of 
Spot Radio there’s a lot more to it than this. 

To cash in on Spot’s tremendous sales-making potential — 
to give advertisers the kind of expert service they need 
and want, a number of qualities are required. 

Weed and Company representatives have them all. 

First there’s training and experience; you can’t even get 
started without them. Then there are the intangibles of timing, 
associations, persistence—and maybe even a little luck. 

But, most important of all—are expert knowledge and plain 
hard work. For these are the two factors that produce most of the 
results most of the time... the two factors that make 

Weed and Company service so valuable to any advertiser. 


and company 


radio station representatives 


chicago °* detroit 


hollywood 


to-year comparison. No district re- 
ported losses, but the Kansas City 
(tenth) registered a gain of only 
1%, since many of the individual 
cities in that area showed losses. 
Highest city, by far, was Houston, 
which recorded a 74% gain in de- 
partment store sales over the same 


DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


Week to Sept. 18, ’°48*p335 
Week to Sept. 11, ’48*.285 
Week to Sept. 4, ’48*. .308 
Week to Sept. 20, .301 
Week to Sept. 13, ’47*.291 
Week to Sept. 6, °47*. .265 


pPreliminary. 
*Not adjusted seasonally. 


week of last year. New Orleans fol- 
lowed Houston with a 64% gain in 
sales. 

Only five cities showed losses in 
sales volume, with Salt Lake City 
reporting a 6% drop, St. Joseph, 
Mo. off 4%, Tulsa down 3%, Okla- 
homa City off 2% and Denver 1%. 
Yr.-to-Yr. % Gain 


Week Ending 
Federal Reserve Sept. Sept. Sept. 
district and city 4 ll 18 
UNITED STATES .... 16 2 ll 
Boston District ....... 9 1 12 
New Haven ........ 12 & 43 
5 —2 12 
Springfield ......... 25 26 
Providence ......... 14 15 4 
New York District 8 r—6b 10 
9 7 
es 19 1 17 
4 r—6 9 
27 7 6 
re 20 5 12 
Philadelphia District .. rl5 —16 30 
Philadelphia ........ rls —19 31 
Cleveland District .... 28 rl 15 
[ere 20 2 24 
29 2 15 
Cleveland .......... 29 4 9 
30 7 23 
Richmond District .... 20 —3 10 
Washington ........ 19 —l 3 
Atlanta District ...... 27 6 30 
Birmingham ........ 29 9 23 
37 —2 10 
New Orleans ....... 11 r6 64 
Ea 36 19 22 
Chicago District ...... il 3 8 
Indianapolis ........ 14 4 5 
Se 8 1 10 
Milwaukee ......... 1 6 7 
St. Louis District .... 19 r12 9 
Little Rock ........ 16 28 6 
Louisville .......... 20 —1 20 
29 r25 14 
Minneapolis District .. bd 
St. Paul (Not available) 
Kansas City District... 23 1 
ahs $1 10 10 
Kansas City ........ 22 0 7 
26 —5 -4 
Oklahoma City ..... 25 —12 -2 
, 35 —3 
Dallas District ....... 19 r20 $1 
2 16 21 
25 r—5 8 
48 54 74 
San Antonio ....... 24 8 24 
San Francisco District. 165 
Los Angeles Area... 10 —21 1 
San Francisco ...... 26 —5 12 
11 —10 2 
Salt Lake City...... 18 - 4 
30 —17 10 
r—Revised 


*Data not available. 


Hagan Shifts Officers 


John M. Hopwood, preside: t, 
has been elected to the new y 
created position of chairman of t ie 
board of Hagan Corp., Pittsburg, 
automatic combustion ccntrol. D. J. 
Erikson, vice-president in char %¢ 
of sales, has been named preside 1t 
of Hagan and its subsidiary co! 1- 
panies, Calgon, Inc., Hall Labor i- 
tories, and Buromin Co. M. J. Bo 10 
has been named vice-president in 
charge of sales. 


Sanford Ink Buys Grippit 


The Sanford Ink Co., Bellwood, 
has purchased Harrimen- 
Welts, Inc., Haverhill, Mass. 
manufacturer of Grippit adhesive, 
which will continue to be marke‘ed 
as Grippit, but will bear ‘he 


Sanford name, 
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conomic changes in American 


industry during the past several 


years have resulted in 


‘ 


Higher Wages 
Shorter Hours 


More Leisure Time 


for the average American with 


rs ae the result that an unprecedented 


number of men have turned to the 
great outdoors for sport and relaxa- | 
tion. This is evidenced by the tre- 
mendous increase in hunting and 
fishing licenses. 
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| INCREASE OF HUNTING AND FISHING LICENSES 
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result 
this unusual interest 
SPORTS AFIELD has 
enjoyed phenomenal 
increase circulation. 
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The vitality of this growth 
can best be dramatized by 
a comparison of SPORTS 
AFIELD and the sports- 
men’s field—with other 


magazine groups. 
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CIRCULATION COMPARISON OF THE LEADING SPORTSMEN’S 
MAGAZINES WITH OTHER MAJOR FIELDS 


SPORTSMEN’S MAGAZINES 
‘Sports Afield 
| Field & Stream 
Outdoor Life 


WOMEN’S SERVICE MAGAZINES 
Good Housekeeping 
Ladies’ Home Journal** 
McCall's 
Woman's Home Companion 


NEWS MAGAZINES 


Newsweek 
Time 


GENERAL WEEKLIES 
Collier's 
Saturday Evening Post 


Cosmopolitan 
American 


Redbook 


DEC. 1941 JUNE, 1948 
ABC STATEMENT ABC STATEMENT INCREASE PERCENTAGE 
5,259,772 8,155,969* 2,896,197 55% 
873,239 2,157,594 1,284,355 147% 
14,006,818 15,094,503 1,087,685 7.6% 
1,350,682 2,329,456* 978,774 712% 
6,335,765 6,783,578* 449,813 7.1% 
5,700,648 6,352,312 651,664 11.4% 


*Dec. 31, 1947 ABC Statements, latest available 
"Mar. 31, 1948 ABC Statements, latest available 
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i is why more and 
more advertisers are add- 


ing SPORTS AFIELD to 


ee ei their lists. In reality this 
great magazine is a man’s 
“service magazine” and is 


as important in covering 
the man’s market as the 
woman’s “service maga- 
zines’ are in their field. 
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FIVE YEAR ADVERTISING REVENUE GROWTH 


OF SPORTS AFIELD 


$2,000,000 
1,800,000 
1,600,000 
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1,000,000 
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A. M. G. Products 
Allison-Faulkner Corp. 
American Grease Company 
Badger Shooting Supply 
Bannerman, Francis 
Benjamin Air Rifle 
Boyle-Midway, Inc. 
Boyt Harness Co. 
Brownell, Bob 
Browning Arms Co. 
Bulls Eye Pistol Mfg. Co. 
Cc. M. W. Mfg. Co. 
Chestersite 
Cold River Gun Shop 
Colt’s Patent Firearms Mfg. 
Crisler Co. 
Crosman Arms Co. 
Dockendorff and Co. 
Electric Eye Equipment Co. 
Federal Cartridge Co. 
Griffin and Howe 
Harrington and Richardson 
Herters 
High Standard Mfg. Co. 
Hoppe, Frank A., Inc. 
Hudson Sporting Goods 
Hy-Score Arms Corp. 
Ithaca Gun Co. 
Jenkinson, Bob 
Johnson Automatic, Inc. 
Johnson Smith Co. 
King, D. W., and Co. 
Kleih's Sporting Goods, Inc. 
Kollmorgen Optical Corp. 
Koos Brothers 
Lawrence, George, Co. 
Lyman Gun Sights 
Major Gun Blue Co. 
Marble Arms and Mfg. Co. 
Marlin Firearms Co. 
McCambridge and McCambridge 
McClinton-Taylor Hardware 
McCurdy and Grutsch 
McTeer Engraving Co. 
Melco Wood Products Co. 
Mershon Co. 
Metella Co. 
Millrose Co. 
Mossberg, O. F., and Sons, Inc. 
National Skeet Shooting Assn. 
New Method Gun Bluing Co. 
New York Co. 
Norman Ford and Co. 
Olin Industries 
Original Sight Exchange 
Outers Laboratories 
Pachmayr Gun Works 
Pacific Gun Sight Co. 
Peerless Machine Co. 
Peter's Cartridge Co. 
Poly Choke Co. 
Pugliese, Frank 
Ravencraft, R. 
Red Field Gun Sight Corp. 
Remington Arms 
Retting, Martin B. 
Samworth, Thomas G., 
Small Arms Co. 
Savage Arms Corp. 
Sca Pat Targets 
Schoellkopf Co., The 
Simmons Specialties 
Smith, L. C., Gun Co. 
Smith and Wesson 
Sports, Inc. 
Stewart, Mark 
Stoeger Arms Corp. 
Swain-Nelson Co. 
Target Arms 
Universal Engineering Co. 
Van Gordon, C. S., and Sons 
Western Cartridge Co. 
Winchester Arms Co. 
Wingert, Ernest 
Wolffard, Mundy 


A. C. Spark Plug 

Auto-Lite Company 

Casite Corporation, The 
Champion Spark Plug Company 
Chrysler Division, Chrysler Corp. 
Crosley Motors, Inc. 

Hastings Mfg. Company 

Indian Motocycle Co. 

National Carbon,Company 
Panther Oil 


Pontiac Motor Division, 
General Motors 

Quaker State Oil Refining Corp. 

Richardson Regulator, Inc. 


Anheuser-Busch, Inc. 
Budweiser beer 
Ballentines Ale 
Brewer's Best Assn., Inc. 
Pilsener Beer 
Brown-Forman Distillers Corp. 
Old Forester 
King 
Burlington Brewing Company 
Van Merritt beer 
Calvert Distillers 
Reserve 
R. U. Delapenha 
Meyers’ Rum 
Frankfort Distillers 
Hunter 
Paul Jones 
Glenmore Distillers 
Kentucky Tavern 
Old Thompson 
Goebel Brewing Company 
Goebel beer 
Kinsey Distilling Company 
Kinsey Gin 
Laird and Company 
Laird’s Brandy 
McKesson & Robbins 
Martins VVO 
Miller Brewing Company 
Miller High Life Beer 
National Brewing Company 
National Premium Beer 
National Distillers Corp. 
Ron Merico 
PM 
Park & Tilford Import Company 
Reserve 
Roma Wine Company 
Schenley Distillers 
1. W. Harper 
James Pepper 
Reserve 
3 Feathers 
Schieffelin and Company 
Hennessy Cognac 
Schlitz, Joseph, Brewing Company 
Schlitz Beer 
Seagram Distilling 
Institutional 
5&7 Crown 
W.A. Taylor 
Old Smuggler 
Maraca Rum 
Twenty-One Brands 
Boca Chica Rum 
Wile Sons, Julius 
Lemon Hart Rum 
Walker, Hiram, Inc. 
Imperial 


BINOCULARS, BATTERIES AND 
COMPASSES 


American Optical 
Bausch and Lomb 

Belz, W. H., Inc. 
Brownscope Co. 

Burgess Battery Co. 
Bright Star Battery Co. 
Coil Optical Shops 
Columbus Photo Supply Co. 
Comptone Co. 

Du Maurier Co. 

Du Page Plastics 

Hull Mfg. Co. 

Jonas, Bill 

Kern-Moss Optical Co. 
Lansburgh’s Dept. Store 
The Maxwell Smith Co. 
Miller and Co. 

Mitchell Optical Co. 
National Instrument Co. 
Ray-o-Vac Co. 

Rochelle Optical Co. 
Sale and Co. 

Silva, Inc. 

Stith, M. L. 

United Products Co. 
Utica Mail Order Co. 
Watrous and Co., Inc. 
Weaver, W. R. 
Woolensak Optical Co. 


BOATS, MOTORS AND ACCESSORIES 


Ace Trading Co. 

Acme Boat Co. 

Aeracost Products 

All Purpose Trailer 
Aluma Craft Boat Co. 
Amundson Anco Reel 
Associates Steel Industries 
Astor Morsing, Inc. 

Ball, J., Boat Co. 

Boyer Mfg. Co. 

Boyt Co. 

Buffalo Marine and Sports Mart 
Cargill, E. K., Co. 
Century Boat Co. 
Champion Motors Co. 


Chicoutimi Aluminum 
Products, Ltd. 


Chris Craft Motor Boat Co. 
Chrysler Corp. 
Church Mfg. Co. 
Clinton Engine Co. 
Co-De Co. 
Cold River Gun Shop 
Cuprinol, Inc. 
Custom Built Boats Co. 
Danforth, R. S. 
Davis, M. M., and Son 
Douglas Aircraft Corp. 
Dow Chemical Co. 
Dunphy Boat Co. 
Durable Products 
Edo Aircraft Corp. 
Evinrude Motor Corp. 
Florence Mfg. Co. 
Galseal Co. 
Gamble Bros. 
Garden State Industries 
Gar Wood, Inc. 
Garrett Corp. 
General Marine Co. 
General Sales 
Globe Cogs (Marine Div.) 
Goebel Brown 
Grumman Aircraft Corp. 
H. K. Products 
Hagerty 
Hastings Canvas Co. 
Higgins Industries 
Hoffmann Co. 
Holsclaw Bros. 
Hydro-Fin 
Indian Boat Co. 
Johnson Motor Co. 
Jon'al Mfg. Co. 
Kalamazoo Canvas Boat Co. 
Kayak Boat Co. 
Kiekhaefer Corp. 
Kermath 
Kromer, O. W. 
K & W Rubber Co. 
Lafayette Supply Co. 
Lakewood Products 
Lauson Engine Co. 
Lee, Ole 
Lee Craft 
Le Jay Mfg. Co. 
Liebman Mfg. Co. 
Lincoln, W. C., Co. 
Link Aviation Devices, Inc. 
Mabee, R. H. Sales Co. 
Marine Craft & Mfg. Co. 
Martin Motors 
Maypole Boats & Motors 
McElmoyl, Hank 
McEntire Bros. 
Metal Edge Tab Co. 
Metal Products Corp... 
Miami Aeromarine, Inc. 
Michigan-Twin Pack-A-Boat 
Michigan Wheel Corp. 
Mill Run Products Co. 
Moore Warden Products 
Mohawk Boat Works, The 
Muncie Gear Co. 
N. Y. Rubber Co. 
Nortbhill 
Northwestern Marine Co. 
Old Town Canoe Co. 
Ort, Karl 


Outboard Boating Club of America 


Ozarka (James M. Bill Boat Co.) 
Pacific Fur and Wool Co. 
Peerless Chain Co. ° 

Penn Yan Boat Co. 

Peterson Sales Co. 

Pioneer Mfg. Co. 

Precision Products 


Presto Float Co. 

Rayex Industries 

Regal Products 

Reynolds Metal Co. 

Rice, D. E. Co. 

Rockaway Sales Co. 
Rubbercraft Corp. of America 
Scott-Atwater Mfg. Co. 
Shell Lake Boat Works 
Sherman Products Co. 
Southwest Mfg. Co. 

Star Metal Boat Co. 

Star Tank and Boat Co. 
Structural Products 

Taft, H. B. 

Tee-Nee Trailer 
Thompson Bros. Mfg. Co. 
Twentieth Century Mfg. Co. 
U. S. Rubber Co. 
Wagemaker Co. 

Wagner, Paul G. Co. 
Wayne Metal Craft Co. 
Westbar Stamping Co. 
Westchester Marine Sales 
Western Auto Supply 
Whitman & Robinson 
Winthrop Assn. 


American Bolex Company 

Argus, Inc. 

Bell & Howell 

Da Lite Screen Company, Inc. 
Eastman Kodak 

General Electric Company 
General Motors Laboratories, Inc. 
Kalart Company 

Montgomery Ward Company 
National Instrument Corporation 
Revere Camera Company 
Universal Camera Corporation 
Wolk Camera 


CLOTHING 


Abel & Son 
American Pad & Textile 
Archer Rubber Co. 
Arrowsmith Outfitters 
Arctic Feather & Down Co. 
Arena Sportswear, Inc. 
Associated Advertisers 
Augusta Knitting Corp. 
Ballard, J. O. 

Bancroft Sportswear 
Bauer, Eddie 

Bennett Textile Co. 
Biddle’s 

Bindley Knitting Mills 
Brown's Beach Jacket 
Marcus Breier 
Chippewa Falls Woolen Mills Co. 
Consumers Clothing Co. 
Denver Mail Order House 
Down-East Sportswear 
Drybak Corp. 
Duofold, Inc. 

Esmond Mills 

Federal Surplus Corp. 
Fox-Knapp Co. 

Gartan Bros. 

Globe Novelty House 
Gokey Co. 

Goldberg, Jacob & Co. 
Goodenow Textiles Co. 
Hand Knit Hosiery 
Harris, B. W. Mfg. Co. 
Hart Schaffner & Marx 
Heacock, E. L. Co. 
Hirsch-Weis Mfg. Co. 
Hodgman Rubber Co. 
Hub Aviation 

Hutchins Mfg. Co. 
Julart Co. 

Kickapoo Products, Inc. 
Kenya Sports Headwear 
Kromer Cap Co. 

Lantz, Sidney 
Lustberg-Nast Co. 
Mallory Hat 
Manhattan Shirt Co. 
McMorra Sport Cap Co. 
Masland, C. H. & Son 
Modern Sales Co. 

New York Clothing Co. 
Pendleton Woolen Mills 
Perry Sales Co. 

Pine Valley Folks 


Rain Fair Co. 

Red Head Brand 

Ripon Knitting Works 
Seneca Knitting Mills, Inc. 
Sportlite 

Super Dux Products Co. 
Guy Teeter 

Tex Tan 

Utica-Duxbak Corp. 
United Garment Co. 
White Stag Mfg. Co. 
Woolrich Woolen Mills 
Woods Mfg. Co. 

S. E. Woods Mfg. Co. 


Carnation Company 
Gaines Dog Food 

Kellogg Company 
Ken-L-Ration 

Maritime Milling Company 
National Biscuit Company 
Quaker Oats Company 
Ralston Purina 

Ready Foods Company 
Vitality Mills 


DRUG STORE ITEMS 


American Safety Razor 
Artra Cosmetics 

Chap Stick Company 
Comb-A-Trim 

Mark Cross 

Durham Duplex Enders Company 
Gallowhur Chemical Corp. 
Gillette Safety Razor Co. 
Hershey Mfg. Company 
Johnson & Johnson 
Charles Kirk 

Lewis-Howe Company 
National Remedy Company 
Saunders Sales 

R. B. Semler 

Strong Cobb Company 
Twinplex Mfg. Company 
Unexcelled Chemical Corp. 
Union Carbide & Carbon Corp. 
Voss Cutlery 

Whitehall Pharmacal Co. 
W. F. Young, Inc. 


G. H. Bass & Co. 

Bone Dry Shoe Mfg. Co. 

Chippewa Shoe Mfg. Co. 

Colbert, Inc. 

Converse Rubber Co. 

Corcoran, Inc. 

Daly Brothers Shoe Co. 

Edwards Shoe Co. 

Enterprise Shoe 

Flagg Brothers 

John A. Frye Shoe Co. 

Georgia Shoe Mfg. Co. 

Gokey Co. 

B. F. Goodrich 

Hammond Moccasins 

Jordan-Williams 

Don Kepler, Inc. 

Lazar Brothers 

Lotus Shoes, Inc. 

Mail Order Lewis 

Mishawaka Rubber & Woolen 
Mfg. Co. 

Henry M. Nagel 

Native Boot Co. 

Newberry Co. 

R. C. Nichols Corp. 

Hugh Clay Paulk 

Peerless Chain Co. 

W. C. Russell Moccasin Co. 

Schoefield’s Flying Equipment 

Stone-Tarlow Co. 

U. S. Rubber Co. 

Windsor-Embassy Chemical Co. 


HEATING EQUIPMENT 


American Gas and Machine Co. 
Burnham Corporation 
Heatilator Co. 

International Metal Products 
Price Fireplace and Heater 
Sports Heater Company 
Superior Fireplace Company 
Travelers Equipment Company 


Ace Mail Order Compan 
S. M. Frank 
Greenwich House Corp. 
Guild of Tobacco Connoiss: 
Kaywoodie Company. 
Larus & Brother Co., Inc. 
Henry Leonard & Thomas 
Marxman 

John Middleton 

John Hudson Moore 
Philip Morris Company 
Harry Parker, Led. 

Pipes, Inc. 

Sidney P. Ram 

Regens Lighter Corp. 

R. J. Reynolds Tobacco 
Iwan Ries & Company 
Rogers Imports 

Silver Rod Sales 

L & H Stern Company 

Zippo Mfg. Company 


PUBLISHERS 


Alaska Sportsman 
Anglers Almanac 
Appleton-Century Com 
Audel, Theodore 
Barnes, A. S. 
Black, Walter J., Inc. 
Bogue Institute for Stammere 
Craig Dare Company 
Folbot Corporation 
Foster & Stewart Publishing C 
Funk & Wagnalls 
Fur-Fish & Game 
Gregg, Curt 
Guns Magazine 
Haldeman-Julius Company 
Hunting & Fishing 
Knopf, Alfred A., Inc. 
Lewis Manufacturing Company 
Lyman Bradford Company 
McBride, Robert M., & Comp 
Mer-Kel Merchandise 
Morrow, William & Company 
Norton, W. W. & Company, I 
Outdoor Canada 
Penna Military Service 
Putnam, G. P., Sons 
Robinson, Ed 
Samworth, Thomas G., Publis! 
Company 
Sheridan House 
South Carolina Press, Universit, 
Stackpole & Heck 
Totten, M. G. 
Trailer Topics Magazine 
True Duck Call, The 
Van Nostrand Co., Inc. 
Watson-Guptill Publications 
Whitehall Meral Studios 
Whittlesey House (McGraw-Hil 
Wolverine Log Cabin Company 


RADIOS, HOME FREEZERS AND 
REFRIGERATORS 


Calplasti Corp. 

Crosley Division of Ayco Mfg. C 

Frigidaire Division of General 
Motors 

International Harvester Co. 

Jewett Refrigerators 

Le Jay Mfg. Co. 

Motorola, Inc. 

Pakette Electric Co. 

Philco Corp. 

Zenith Radio Corp, 


SPORTING GOODS AND EQUIPMENT 


A. N. Appliance Company 
Abercrombie, David T., Company 
Abercrombie and Fitch 
Accetta, Tony 
Airex Equipment Company 
Company 
as leeping Bag Compan 
Mfg. Company 
iance Screw Mfg. Compan 
Industries 
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American Fork and Hoe r 
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Anderson, ““Andy”’ 
Animal Trap Company of Americ. 
Anglers Products Company 
Apache Products 
Fred 
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Art Metal Company 
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Art Wire and Stamping Company 
Ashaway, Inc. 

Ashaway Line and Twine Mfg. Co. 
Associated Plastics 

Bait of the Month Club 
Barrett's Fishing Lures 

Bartlet Engineering Company 
Bassett’s Bait Shop 

Bean, L. L. 

Beebe Cordage Company 

Bemis Brothers Bag Company 
Bennett Millard Fishing Tackle 
Berg's, Inc. 

Bertley Sales 

Bingham, William H. 

Better Distributors, Inc., The 
Bevin-Wilcox Line Company 
Bivans Mfg. Company 

Bomber Bait Company 

Brainerd Bait Company 

Bronson Reel Company 

Brook Bait Company 

Burroughs Trout Flies 

Briggs Reel Company 

C. & L. Mfg. Company 

Camp and Trail Outfitters 

Cape Cod Spinner Company 
Champion Products Company 
Champion Sports Equipment Co. 
Clam Lake Rod Company 

Clark, C. A., Company 

Colbert, Inc. 

Colorado Tent and Awning 
Cleveland Bait Mfg. Company 
Conlon Mfg. Company 
Claymack Sporting Goods 
Cook, Dave, Sporting Goods 
Cook, H. C., Company 

Cook, Max, Sporting Goods Co. 
Cortland Line Company 
Crawford-Ogden, Inc. 

Creek Chub Bait Company 

Croze, Harvy 

Cuprinol, Inc. (Div. Darlworth Inc.) 
Cycloid Corp. 

D. and A. Sporting Goods Co. 
Dakota Belt Company 

Day Bait Company 

Dayton Bait Company 

Dean Brothers 

Deeks, Inc. 

Deep Rig Trout Reel Company 
Depthometer Company 

Devoe and Raynolds Company, Inc. 
DeWitt, Bill, Bait Division 
Dockendorff and Company, Inc. 
Dotsco Company 

Down-East Sportcraft 

Dri-Seal Products 

Duane, Sons and Company, P. A. 
DuPont, E. J.de Nemours & Co. Inc. 
Effinger, Frank, Company 

Eger Bait Mfg. Company 
Electric Eye Equipment Company 
Electrolure 

Enterprise Mfg. Company 
Eppinger, Lou J. 

Eureka Specialty Company 

Fair Store, The 

Fairfax Engineering Company 
Faris, Warren, Mfg. Company 
Fish Hawk Gaff & Scale Company 
Fishmaster Sporting Goods Co. 
Fli-Products Company 

Florida Fishing Tackle Company 
Fly Tyers 

4-Site Company 

Frabill Mfg. Company 
Fredericks, F. 

Gallager, A. J. 

Gart Brothers Sporting Goods Co. 
Gateway Sporting Goods Co. 
General Steel Warehouse 
Gephart Mfg. Company 

Gilman Company, M. B. 
Gladding, B. F., and Company, Inc. 
Glo Lite Bobbers, Inc., The 
Go-Ite Mfg. Company 

Goldberg, I., and Company 
Goodrich, B. F., Corp. 

Grand Lake Fishing Tackle 
Grigg, Curtis, and Son 
Gudebrod Brothers Silk Company 
Guilford Mfg. Corp. 

Gulf Reel Company 

Halik Company 

Hall Line Corp. 

Hammersmith, G. R., Company 
Handy Products Company 
Hank’s Livebox 

Harger’s 

Haymans Mfg. and Sales Company 
Haywood Mfg. Company 
Heddon’s, James, Sons 

Helin Tackle Company 


Herter's 

Hildebrandt, John J. 

Hofmann, M. J., Company 

Hofschneider’s Red Eye Spoons & 
Spinner 

Holden Line Company 

Holz Mfg. Company 

Hoover and Ziff 

Horrocks-Ibbotson Company 

Horton Mfg. Company 

Houser Fly Company 

Hudson Sporting Goods Company 

Humphreys-Phillipson 

Hurd Lock and Mfg. Company 

Hurst, C., and Son 

Hydro-Fin 

Independent Iron Works 

International Nickel Company 

Interstate Distributors Corp. 

It Products, Inc. 

Ives Specialties 

Jack's Sporting Goods 

Jamison, W. J., Company 

Johnson, Louis, Company 

Johnson, William R., Company 

Juba Sporting Goods and Hardware 

Karge and Son Machine Company 

Kaufman Mfg. Company 

Kautzy Mfg. Company 

Kent Lure Company 

Kent, Paul, Sales 

Kepler, Don 

King, F. R. 

Kintz, William R. 

Klein's Sporting Goods Company 

Knife Crafters 

Koeppe Industries 

Koser Mfg. Company 

Kwik Stringer 

L. and F. Company 

L. and S. Bait Company 

LaBart Mfg. Company 

LaCrosse Tackle Mfg. Company 

Lake Line Anglers 

Lakewood Products 

Lamley Company 

Lane and Company 

Langley Corp. 

Lawrence, G. H. 

Lawrence, George, Company 

Lawrenz Products Company 

Lazy Ike Bait Company 

Leathercote Company 

LeRoy Specialties 

Linder’s Store 

Lionel Corp. 

Little Wonder Mfg. Company 

Live Action Bait Company 

Lohman Mfg. Company 

Lur-All Tackle and Mfg. Company 

Lyon and Coulson, Inc. 

MacLowder Products Company 

Magna Sales Company 

Makinen Tackle Company 

Manning's Tasty Shrimp Lure Co. 

Marathon Bait Company 

Marathon Line Company 

Marble Arms & Mfg. Company 

Marine Locater 

Marc Reel Company 

Marjo Specialties Company 

Martin Automatic Fishing Reel Co. 

Maypole Boats and Motors 

McConnell Mfg. Company 

Mercoy Tackle Company 

McVickar and Son 

Melco Wood Products Company 

Mershon Company, Inc. 

Meyer Company, Lou 

Mille Lac Lake Mfg. Company 

Mill-Run Products Company 

Millsite Steel & Wire Works 

Mishawaka Rubber & Woolen Co: 

Montague Rod and Reel Co. 

Monroe Bait Co. 

Morrell, C. E., Co. 

Morsan Sales 

Mustad, O., and Sons 

Namco Company 

Narmco, Inc. 

National Decoy Club 

Natural Duck Call Mfg. Co. 

Netcraft Company 

Newberry Company, The 

Newton Line Company 

Nichols Lure Co. 

Northeast Ski Equipment 

Northern Star Plating & 
Finishing Co. 

Northern Trading Company 

Norwich Line Company, Inc. 

Northland Ski Mfg. 

Nylanette Company 

Ocean City Mfg. Co. 

Old Fisherman Calendar 


Old Guie>+ Company 

Olt, Phillip S. 

Orchard Industries 

Orvis, Charles F., Company, Inc. 
Pace, Bob 

Pachner & Koller 

Pasch Brothers Company 
Pearson, Ben, Inc. 

Pemble Laboratories 

Penn Fishing Tackle Mfg. Co. 
Pequea Works 

Perrine Mfg. Co. 

Peterson Sales 

Phillips and Phillips 
Phillipson Rod and Tackle Co. 
Polarod, Inc. 

Polevoy-Cramer, Inc. 
Pondbrook Company 

Pope's Sporting Goods 

Porko 

Presto Float Co. 

Product Sales Merchandise Service 
Publix Distributors 

Quaker City Gear Works 
Rainbeau Products Co. 
Randall, W. D., Jr. 

Ranger, Inc. 

Rengo Reel Co. 

Rice Engineering Co. 
Richardson Regulator, Inc. 
Richardson Rod and Reel Co. 
Rives, W. L., Company 
Robotrol, Inc. 

Rockland Tackle Co. 
Rodkarloc Company 

Roessler Corp. 

Rohour, Chris 

Royal Engineering Company 
Runde-Margis Company 

Ryan, Dan E., Sales 

Sampo Mfg. Company 

Sava Products 

Schafler, Nat 

Shannon, J. Jacob, and Co. 
Schallman Sales Company 
Scientific Lure 


‘Selby and Company, Ev 


Shakespear Company 
Shoor-Loor 

Shurebite Mfg. Company 
Sierra Tackle Company 
Sifon-Aire Bait Tank Co. 
Silicote Company 

Sloan's Sporting Goods Co. 
Simoniz Company 

Smithcraft Products 

Smooth Caster Mfg. Company 
South Bend Bait Co. 

South Bend Tool and Die Co. 
Sport Lore, Inc. 

Sportscraft Supply, Inc. 
Sportcrafters 

Sportsmen Accessories, Inc. 
Sportsmans Specialties 
Sporting Industries 

Squacky Squirrel Call Co. 
Staley-Johnson Mfg. Company 
Stark's Dist. Service 
Stemmler, L. E., Company 
Sterling Feather Company 
Stony Brook Industries 
Strader Products 

Struzik, R. W. 
Suntent-Luebbert Company 
Sunset Line and Twine Co. 
Susser, Saul, Sporting Goods 
Swearingen, Ed 
Tack-L-Tyers 

Tackle Toter Co. 
Tacklecraft Company, The 
Target Arms 

Thompson, D. H. 

Tom's Bait Company 

Trails End Industries 

Traver Tackle 

Tro-Tac (Div. of Wise Products) 
Tru-Art Fly Company 

True Duck Call, The 

20th Century Mfg. Company 
Tuxis Wood Products 

U. S. Line Company 
Upperman, Bill, Baits 
Universal Specialty Company 
Utilicraft, Inc. 

Waltco Products Company 
Wapsi Company 

Warren Products, Inc. 
Weber Lifelike Fly Company 
Weezel Bait Company 
Welton, Richard S. 

Western Lace and Line 
Western States Cutlery 
Whopper-Stopper Bait Company 
Woods Mfg. Company 
Wiggle Out Bait Company 


Williams Gold Refining Co. 
Willmarth Tackle Co. 
Wilson Sports Equipment Co. 
Wise Products 

Wright and McGill Company 
Yakima Bait Company 

Young, Paul H. 

Zink Bait Company 

Zippo Mfg. Company 


Alma Trailer 

American Bantam Car Co. 
American Coach Co. 

Ben Hur Mfg. Co. 
Chicago Steam Lite Corp. 
Fleet Mfg. Co. 

Hammer Blow Tool 
Higgins, Inc. 

Indian Trailer Corp. 
Karriall 

Kozy Koach Co. 

Midwest Sales 

Nappanee Trailer Co. 
National Trailer Stores 
Palace Corp. 

Platt Trailer Co., Inc. 
Prairie Schooner Trailer Co. 
Sackett-Nicholson Corp. 
Tee-Wee Trailer Co. 
Trailer Coach Mfg. Assn. 
Trotwood Trailer, Inc. 
Universal Trailers Mfg. Co. 
Vagabond Coach Mfg. Co. 


Alberta Publicity Bureau 

Boulder Junction Chamber of 
Commerce 

Canadian National RR 

Canadian Pacific RR 

Canadian Travel Bureau 

Chicago Burlington & Quincy RR 

State of Colorado 

Daytona Chamber of Commerce 

Deland Chamber of Commerce 

Douglas Aircraft 

Duluth Chamber of Commerce 

Edo Aircraft 

Florida Adv. Commission 

State of Florida Recreational 
Program 

Fe. Myers Chamber of Commerce 

Grand Rapids Civic & Commerce 
Assn. 

Indiana Chamber of Commerce 

Jacksonville Tourist & Con. 
Bureau 

Kenora Board of Trade 

Lee County Chamber of Commerce 

Link Aviation Inc. 

Luscombe Airplane Corp. 

Maine Development Commission 

Manitoba Travel & Pub. Bureau 

Marion County Chamber of 
Commerce 

Michigan Tourist Council 

City of Miami Beach 

Minnesota Tourist Bureau 

Missouri State Div. of Resources 

ev. 

Montana Chamber of Commerce 

New Brunswick Government Bureau 

New Hampshire State Development 
Comm. 

New Mexico State Tourist Bureau 

Nova Scotia Bureau of Inf. 

State of Ohio 

Orange County Chamber of 
Commerce 

Oregon State Highway Comm, 

Pan American World Airways 

Park Falls Chamber of Commerce 

Park Rapids Civic & Commerce 
Assn. 

Pendleton, Oregon Chamber of 
Commerce 

Penn. State Publicity Campaign 

Public Relations 

Quebec Provincial Tourist Bureau 

Raleigh, N. C. Chamber of Comm. 

Rawlins Chamber of Commerce 

Republic Aviation Corp. 

St. Petersburg Chamber of Comm. 

San Diego California Clubs 

South Dakota State Highway Comm. 

State of Tennessee 

Trans-Arctic Airways 

Travelways 

Vermont Development Commission 

Union Pacific RR 

Wisconsin Conservation Department 
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of-sale material to dealers. 


Owens-Corning Starts Drive 


Owens-Corning Fiberglas Corp., 
Toledo, is using American Home, 
Better Homes & Gardens, House 
Beautiful, House & Garden and 
Time to promote its Dust-Stop air 
filters. In addition the company is 
placing a series of ads in dealer 
publications and is offering point- 


Now, Hear This: 
All Santas Will 
Report to Waldorf 


New YorK—In spite of repeated 
questioning, the desk editor swears 
he has before him a release which 
says: 

“A Santa Claus convention and 
training course for Santa Clauses 
from many sections of.the U. S. 
will take place at the Waldorf- 
Astoria on Monday, Oct. 11, spon- 
sored by Parents’ Magazine.” 
Santas will be briefed by a panel 
of psychologists, authors, teachers 
and pediatricians. The course takes 


one day. At its end, Santas will 


Chicags 


nde 


IN EXCESS OF 200.000 
MEMBERSHIP 


HOPEWELL, EASTERN REPRE 


* 101 PARK AVENUE. NEW YORK 
. 


be examined, and Santas who pass 
will get a certificate. Santas will 
hold an open forum and meet the 
press at noon. 

Ten stores from Elmira to New 
Orleans have agreed to send rep- 
resentatives. 


G-E Boosts Wickman, Dean 


George E. Wickman, manager of 
construction materials sales in the 
north central district in Chicago 
for General Electric Co., has been 
named manager of sales of the 
company’s construction materials 
department. Ralph C. Dean, sales 
manager of the G-E conduit pro- 
ducts division, has been appointed 
to succeed Mr. Wickman. 


Conlon Sets Ironer Drive 


The Conlon division of Conlon- 
Moore Corp., Chicago, is promot- 
ing its automatic ironer in Good 
Housekeeping and Parents’ Mag- 
azine, starting with October issues. 
In addition, newspapers in key 
markets and trade publications 
will be used for the fall and winter 
campaign. The agency is C. C. 


Fogarty Co., Chicago. 


Outlets 


for millions of sales. 


Every electrical outlet in every home suggests a need for at least 


one electrical appliance or piece of equipment. 


And when, through one publication, you can reach 828,000 Canadian 
homes wired for electricity it’s pretty obvious that the potential 
market not only for new electrical equipment, but for replacements, 


repairs, and services, is tremendous. 


It’s a happy indication too, of the type of people who buy and read 
the Star Weekly—not only a volume market, but a good market. 
For large budgets or small ones the Star Weekly is the simplest and 
most economical publication for reaching Canada’s big market. 


OF 000 


Cost of Advertising in The Star Weekly 
A campaign of 5,000 lines of black and 
white advertising in the magazine section 
costs $10,000. 
samé as for daily newspapers. 


Reproduction material 


Sra 
32%, 000 
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The STAR WEEKLY 


PUBLISHED AT 80 KING STREET, WEST, TORONTO, CANADA 
Montreal Office: University Tower. 
U.S. Representatives: Ward-Griffith Co. Inc. 


THE STAR WEEKLY REACHES ONE OUT OF EVERY TWO ENGLISH-SPEAKING URBAN HOMES IN CANADA 
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Number of Distribution Establishments 
1948 Estimate by Domestic Distribution Department 
of U. S. Chamber of Commerce 
Annual 
Kind of Business Number of Business Population 
Stores Per Store Per Store 

Retail 
Grocery 373,000 $ 74,000 390 
Eating and Drinking 340,000 36,000 430 
Filling Stations 242,000 27,000 610 
Miscellaneous 234,000 49,000 620 
Food Non-Grocery 129,000 39,000 1,130 
Apparel 94,000 81,000 1,550 
Motor Vehicles 62,000 206,000 2,350 
Drugs 61,000 59,000 2,400 
Hardware and Farm Imp. 53,000 72,000 2,750 
Dept. and Gen. Merchandise 52,000 283,000 2,800 
Building Materials 50,000 140,000 2,900 
Home Furnishings 50,000 78,000 2,900 
Meat and Seafood 36,000 61,000 4,100 
Country General Stores 32,000 60,000 4,600 
Automotive Parts 29,000 59,000 5,000 
Radio and Appliances 27,000 74,000 5,400 
Liquor 26,000 65,000 5,600 
Shoe 21,000 67,000 ,900 

Total — Retail 1,911,000 $ 68,000 76 

Service 
Barber and Beauty 235,000 $ 3,000 620 
Business Services 150,000 10,000 970 
Laundry and Cleaning 113,000 11,000 1,300 
Miscellaneous Personal 100,000 8,000 1,450 
Auto Repair 98,000 8,500 1,500 
Amusements 35,000 25,000 4,200 
Hotels and Lodgings 22,000 60,000 6,600 
Movie Theaters ___ 15,000 100,000 _9,700 

Total — Service 768,000 $ 11,400 190 

Total — Wholesale 250,000 $620,000 580 

Combined Distribution 2,929,000 50 


U.S. Chamber Lists 
Average Per Capita 
Expenses for 1948 


WaAsHINGTON — The average 
American will spend $339 to eat 
this year—$291 for groceries and 
$48 for meals away from home. 

He will spend $113 for new 
clothes, housing will take $108 and 
direct taxes will take $168. Noth- 
ing else will take up nearly that 
much of his $1,330 income. 

Such is the prediction of per 
capita consumer expenditures dur- 
ing 1948, made by the domestic 
distribution department of the 
U. S. Chamber of Commerce. 

Food, taxes, apparel and hous- 
ing expenditures will eat up 55% 
of the average person’s income 
(based on total income divided by 
ahout 140,000,000 people). Other 
expenditures include: Alcohol, 
$58; medical and burial, $54; in- 
surance (excess of premiums over 
benefits) and business, $43; autos, 
$41; miscellaneous household ex- 
penditures, $41. 

Other costs: Tobacco, $30; gas 
and oil, $27; public transportation, 
$26; furniture and rugs, $25; fuel, 
$22; miscellaneous recreation, $22; 
electric appliances, $21; shoes and 


footwear, $20; utilities, $19; clean- 
ing and laundry, $15; domestic 
service, $13; toys, $13; tires and 
auto parts, $12; newspapers, mag- 
azines and books, $12; religion and 
welfare, $11; telephone, $10; china, 
tableware and utensils, $10; radios, 
musical instruments, $10; movies, 
$9; jewelry, $9. 

At the bottom of the list, each 
taking $8, are cosmetics and per- 
sonal items, barber and beauty 
costs, auto repair, and private 
education. 


Stetler Named Ad V. P. 


Donovan B. Stetler, advertising 
director of Standard Brands, Inc., 
New York, since 1939, has been 
elected vice-president in charge of 
advertising. Mr. Stetler joined 
Royal Baking Powder Co., a prede- 
cessor of Standard Brands, in 1926. 


Gilstad Named V. P. 


Lief Gilstad, formerly with Bat- 
ten, Barton, Durstine & Osborn, 
Minneapolis, has been named 3 
vice-president of Transportation 
Association of America, with head- 
quarters in Chicago. 


Named Chicago Manager 

Robert H. Bolling has been ap- 
pointed manager of the Chicago 
office of the Bolling Co., radio sta- 
tion representative. 


Now it can be 


abel 
‘Done 


PRACTICAL GLOW-IN-THE-DARK PRINTING 


Whether your run is one thousand or one million, 
brilliant phosphorescent glow-in-the-dark printing 
can now be produced quickly and economically 


by the exclusive Wilglo process. 


Wilglo phosphorescent and fluorescent print- 
ing offers you a brilliance comparable to silk 
screening at a price in line with quality letter- 


press printing. 


If you are interested in developing a glow- 


in-the-dark printed item, dro 
details and we will be gl 
without obligation. 


us a line with 
to assist you 


Write, on your letterhead, for the de- 


scriptive Wilglo booklet. 


25 SOUTH SEELEY AVE, e CHICAGO 12, ILLINO 
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And this quadrennial clambake will sear our name 


~ into the public mind till 1952, eh, Judson? 


Judson: Well, they remember the _ telling our story to a lot of people regularly. 


_ q winning candidates at least four All right, so our budget won’t buy 5 mil- 
ad 
oe years — lion circulation regularly. But we do have a 
0) budget that allows us to lay it on the line to 


Chairman: But, Judson, don’t you 
nearly 2,000,000 REDBOOK families, every 
month in the year for $52,800. 


to let ’em have it month-in-and-month-out 
So why don’t we stop kidding around, and 


send a 12-page order to REDBOOK. Let’s 
buy one of those REDBOOK landslides! 


McCall Corporation e444 Madison Avenue, New York 22,N. Y. 


to be re-elected. 


What we want is a 


vote for us every day in 


the year, and you can't 


get that steady demand 


for our dealers without 
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Dad‘s Root Beer 
Adds 36 Plants; 


to Boost Promotion 


Cuicaco— With new bottling 
plants opening throughout the 
country, Dad’s Root Beer Co. is 
boosting production and will hike 

its advertising expenditures con- 
siderably in 1949 to win an in- 
creasing share of the soft drink 
market. 

Production and promotion plans 
were described in detail to the li- 
censed franchise bottlers of Dad’s 
Old Fashioned root beer at a con- 
vention here last week for the 
national organization. 

The parent company has opened 
36 new bottling plants in major 
markets from coast to coast and, 
based on present plans and fran- 
chise contracts already signed, 
expects to launch at least 60 more 
during the coming year. 


= Dad’s will continue to lean 
heavily on singing commercials 
for its product, and by Jan. 1 in- 
tends to use selective radio in 65 
markets. Radio promotion is sup- 
ported by widespread use of 
painted walls and bulletins, news- 
Paper copy, and a heavy volume 
‘of point-of-purchase material. 
Use of television also may be ex- 
en panded during the coming year. 
All advertising, handled by 
Malcolm-Howard Advertising 
here, is run on a 50-50 basis with 
local bottlers. 

The company has adopted a 
new line of redesigned color-ap- 
plied bottles for the Dad’s family 
m™ of packages, including the “Papa” 
half gallon, “Mama” quart and 
‘Junior.” In addition, it has set 
up a new division to handle sales 
of fountain syrup and use of the 
product in coin machines. 

Dad’s was launched locally in 
(1939 and did not expand outside 
the Chicago market until late in 
1940. Outbreak of the war forced 
the company to shelve further 
2xpansion plans, but they were 
‘revived with the lifting of war- 
time restrictions on sugar and 
2quipment. The company now is 
selling in more than 70 markets 
-hroughout the country. 
The company is inaugurating a 
iational program of roadside 
stands, designed as a_ standard 
init where Dad’s root beer will 
se the featured beverage. 


PINELLAS 
COUNTY 


Highest Buying Power 
Per Square Mile 
in all 


FLORIDA 


| 5t. Petersburg’s own Pinellas Coun- 
‘y, with a concentrated area of but 
309 square miles, has an Effective 
| Buying Income of $196,917,000— 
2 $637,000 per square mile... 
50% greater than the next most 
roncentrated county! 


YOU NEED 
Evening 
Independent 


10 cover the St. Petersburg-Pinellas 
-ounty market. 


Represented Nationally by 


De LISSER, INC. 


New York Philadelphia 
chicago Atlanta 


‘Texaco Star Theater’ 
Sets Hooper Rating Record 


The “Texaco Star Theater” drew 
a 54.5 score in the September tele- 
ratings for New York—an all-time 


high for any regular commercial 
program checked by C. E. Hooper, 
Inc., since its inception in 1934. 
This hour-long telecast also broke 
all previous records for sponsor 
identification with an index of 
95.5. This is a gain of 0.3 from the 
August identification figure. 


CBS-TV Names Arkedis 


George J. Arkedis has joined the 
Columbia Broadcasting System’s 
sales staff. He has been an account 
executive in the sales department 
of WCBS, New York key station 
for CBS, since June, 1946. 


New Ad Series 
Promotes Sloan’‘s 


Liniment, Balm 


New York—Standard Labora- 
tories, Inc., will launch a campaign 
Oct. 10 for Sloan’s liniment and 
the new Sloan’s Balm, with adver- 
tising to appear each Sunday in 
The American Weekly in 20 mar- 
kets, supplemented by five Sunday 
magazine sections and a twice- 
weekly schedule in 25 dailies. 

With double and single-column 
ads of varied sizes, the company 
will feature line drawings made 
by a physician, based on infra-red 
photographs, to illustrate a “be- 


fore and after” story on the use 
of Sloan’s. A typical headline says: 
“Modern science reveals how this 
treatment can relieve rheumatic 
pains.” 

Part of the basic copy theme 
also is incorporated on a small 
red sticker on the package. The 
sticker, reading “Helps Relieve 
Rheumatic and Arthritic Pains,” 
is pasted over the old price, thus 
permitting dealer use of the boxes 
on hand. Prices were revised up- 
ward on Sept. 1. 

Kiesewetter, Wetterau & Baker 
handles the account. 


Home Furnishings Book Out 
Meredith Publishing Co., Des 


Moines, has published its 1949 edi- 
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tion of “Better Homes & Gardens 
Home Furnishings Ideas,” which 
contains a complete compilation of 
the best home furnishings features 
that have appeared in Better 
Homes & Gardens in recent years. 
The book, priced at $1, will be sold 
at newsstands, department stores 
and book stores or may be pur- 
chased direct from Meredith. 


Retail Sales Up 12% 


For the first six months of 1948, 
the annual rate of retail sales 
reached $127 billion, a gain of al- 
most 12% over 1947, according to 
an analysis made by the National 
Industrial Conference Board, New 
York. This indicates, the board 
points out, that 1948 will set an- 


other record in dollar volume. 


KNX CPN, ANGELES 


WEAUTY, PKIADELPHIA 


WCBS, WCBS-IV NEW YORK 
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‘Wallpaper Month’ 
Gets Bigger Push 
in’49 Campaign 


Cuicaco—With the cooperation 
of the manufacturer, retailer and 
wallpaper hanger, wholesalers 
serving the industry will promote 
“National Wallpaper Month” next 
March on an expanded scale. 

‘ Effectiveness of the 1949 cam- 
} paign will be determined by the 
volume of cooperation at the local 
level, but members attending the 
28th annual convention of the Na- 
tional Wall Paper Wholesalers’ 
Association here last week were 
optimistic over potential results. 


The 1949 cooperative program, 
which will be similar to an experi- 
mental campaign conducted last 
March, will include heavy pre- 
selling to the trade; newspaper 
advertising in major areas, through 
association members; a merchan- 
dising service to dealers, with kits, 
individual. displays, a mat service, 
etc., and publicity. Julian Bright- 
man Co., Cambridge, Mass., agency, 
will work with the association’s 
business and promotion committee 
on details of the campaign. 


® The association also is sponsor- 
ing merchandising conferences in 
retail stores, each comprising a 
series of meetings under compe- 
tent guidance, as a major sales 


training aid. 

Since consumers rush the stores 
normally after spring gets under 
way, the promotion of “National 
Wallpaper Month” is designed to 
stimulate pre-season sales and 
thus spread the purchasing period. 
The new 1949-50 line of wallpaper 
actually will reach the consumer 
market in January. 

The 1948 Justin P. Allman 
Award was presented to Walter L. 
Carver, managing director of the 
Wall Paper Institute, New York, 
at the association’s annual ban- 
quet. The award was established 
to honor individuals who have 
made outstanding contributions to 
the industry, and Mr. Carver won 
praise for leadership in applying 


“engineering viewpoints and meth- 
ods to manufacturing, merchandis- 
ing and distribution” in the in- 
dustry. 

Henry H. Allman, Kayser & All- 
man, Philadelphia, was elected 
president of the association, suc- 
ceeding Joseph B. Fligman, James 
Davis, Inc., Chicago. Howard T. 
Hovde is executive director of the 
group, which has its headquarters 
in Philadelphia. 


Opens Microfilming Centers 


Recordak Corp., subsidiary of 
Eastman Kodak Co., Rochester, has 
established three new microfilm- 
ing centers—Chicago, Los Angeles 
and New Orleans—patterned after 
the Rochester laboratory. 


the talent 


will ring cash registers for you in 


Your Radio Sales Account Executive 


has the talent—local live talent—that 


twelve of your biggest and richest sales 


territories. Best proof is that national 


spot advertisers are Now sponsoring close 


% to six hundred local live talent broad- 


casts on the Radio Sales represented 


stations. And more than seven out of 


every ten of these sponsors are on 


a renewal basis! 


hadio Sales 


RADIO AND TELEVISION STATIONS 


REPRESENTATIVE... CBS 


MEN 


work faster, better... 


when they follow this 

5-POINT 
“TECHNIQUE FOR 

PRODUCING IDEAS” 


This remarkable 6i-page book by |. 

James W. Young, Senior Consultant ~ 

of J. Walter Thompson, is worth its | ' 
weight in uranium to every man who “ 

must produce ideas. Gives you the 

positive 5-point program used by one . 

of the highest paid men in the agen 

business, for developing ideas that sel si 
Acclaimed as the biggest little book 
ever written for advertising men, now ie 
in its fifth big printing. A must for 
you if you are a creative man. $1.00 
on 10-day money-back guarantee. 90c 
each in quantities of 10 or more. 


INSPIRATION FOR EVERY MAN 

IN THE AGENCY BUSINESS’ 
“The Diary of an Ad Man” > 
(The Jim Young Classic) 4 


A practiont volume for the man who . 
is broadening his horizons in the ad- 
vertising business. As Victor O. 
Schwab says, “a book about business r 
which emits flash after flash of pene ; | 
trating insight ... day by day guid- f 

ance . pithy case-history “expert. 

In all, 578 diary entr during al. 
trying times, any one which may ; 
suggest a solution to current 
problems. $3.00 on 10-day money-back 
guarantee. $2.70 each in quantities of 
10 or more. 


GUIDANCE IN INDUSTRIAL 
ADVERTISING MARKETING: 
AND PUBLISHING 


“Teacher of Business” | 


What were the ideas and ideals that 
underlie the impressive success 
McGraw-Hill? Here is the whole in- 
spiring and useful story, in the words 
of the late James H. McGraw, Sr., 
with an introduction by G. D. Crain, 
Jr., publisher of Industrial Marketi 
Advertising Age, etc. A basic book in 
the library of every man who writes, 
edits, sells, or promotes in the bual- ~ 
ness or industrial flelds. $1.00 on 
10-day money-back guarantee. 90c each 

in quantities of 10 or more. 


HOW TO SET UP AND RUN~ 
A PROGRAM FOR SALESMEN 
“Successful Sales Training” 


By Eugene Dynner 
Here is the complete, practical, 


and 
usable outline of the proved method 
for (1) getting new salesmen into high 
gear quickly, (2) developing a uni- 
formly good performance pattern, (8) 
making each man pay off in higher 
average roduction. An _ easy-to-use 
program for sales managers who want 
more results starting now. $2.00 on 
10-day money-back guarantee. $1.80 
each in quantities of 10 or more. 


NOTE TO COPY CHIEFS 


Judging from the number of orders for 10, 
and more copies of these various 

it {s clear that they are fillin 

need in training pro eo e suggest you 

start with a copy of the “5-Point Technique’ 

for each member of your creative 8 


an important 


MAIL ORDER NOW 


Publications, Ino. 
Ohio St., Chicago 11 i} 
Please send me books as ordered below. I 
enclose remittance with the understanding’ 
that I may return books for full refund in, 
ten days if not delighted in every way. ' 
copies, “5-Point Technique 
for Producing Ideas’’................ 


copies, ‘‘Diary of an Ad Man’’.. 


copies, ‘‘Teacher of Business’’..$ 
copies, ‘‘Successful Sales 
Name 
Company 
Address 
City. 
(Zone) 
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CBS Gets Rose Bowl 
AM, Video Rights 


PASADENA, CAL.—Exclusive AM 
and TV rights to the annual Pasa- 
dena Rose Bowl game have been 


purchased by the Columbia Broad- 
casting System at a réported price 
of $100,000 per year. The contract 
is for three years. 

For the past 21 years the broad- 
cast has been exclusive with the 
National Broadcasting Co., which 


338,000 LEADERS 


Average age is 43. Read carefully b 
are members of world’s largest and 


national readership. 
To reach wealthy Latin-American 


7 THE LION MAGAZINE sells more than 338,000 Lions Club members in 6200 
communities in 48 states and Canada. Their income is above average. 


cellent medium for all types of home, office, travel, sports, hobby equipment. 
You can reach this better-than-average market at unusually low-cost-per- 
1000. Write for brochure “LIONS MARKET” showing facts about this rich, 


about EL LEON, official Spanish publication of LIONS International. 


THE LION MAGAZINE 


P (Official Publication of Lions International) 
332 S. Michigan Avenue, Room 353 «+ 


Advertising Representatives 
New York: S. L. Feiss Chicago: Burton H. Johnson Los Angeles: Henry & Simpson 


IN 6,200 TOWNS 


y business and professional men who 
fastest growing service club. An ex- 


business leaders, ask us for details 


Chicago 4, IIL. 


did not pay for the rights and 
aired the game on a_ sustaining 
basis. Only in 1936 was there an 
exception, when all networks were 
allowed to broadcast the event. 

Until recent years the Tourna- 
ment of Roses Association has con- 
trolled the game and refused to al- 
low commercial broadcasts. How- 
ever, since the Pacific Coast Con- 
ference has assumed a position of 
control, and the pact with the Big 
Nine was made, there has been in- 
creasing agitation to sell rights to 
the game. 


ws This year the game was auc- 
tioned. CBS was the highest bid- 
der. Signatures on the contract are 
not yet complete (some five or six 
are needed) and CBS refuses to be 
quoted as to details. A sponsor has 
not been signed. It is said approval 
of the sponsor by various com- 
mittees is part of the deal. 

The network also has the exclu- 
sive on the Sugar Bowl which costs 
Gillette $35,000. From the sched- 


uling standpoint this will probably 
mean an immediate switch from 
the Sugar Bowl game which fig- 
ures to end just about the time the 
Rose Bowl game gets under way. 

The high price for the game is 
believed due to two _ factors: 
(1) All other games are usually 
off the air when the Rose Bowl 
game is on, thus offering a top 
audience potential, and (2) the ad- 
dition of the video factor. The AM 
broadcast will go over the full net- 
work. KTTV, the Los Angeles 
Times-Mirror and CBS station, 
will telecast locally, with the 
probability it will be filmed for 
use in other parts of the country. 


Plan Anti-Jalopy Campaigns 


Twenty-five auto trade associa- 
tions in as many cities have in- 
dicated interest in duplicating a 
recent ten-week advertising and 
publicity campaign against “ja- 
lopies” by the Chicago Automo- 
bile Trade Association. The $60,- 
000 drive was handled by Ruth- 
rauff & Ryan, Chicago. 


| FOR THE FIRST TIME 


; 20), every geograp 


of Decision”— how 


241 Church Street a 


Chicago 1, Illinois 


360 North Michigan Avenue 


ARCHIE COMIC 
‘GROUP wanted you to 
have the FACTS about 
the Youth Market, not 
just in one or two cities, 
but on a nationwide basis 


... 80 we had the Gilbert Youth Re- 
search Organization conduct the larg- 
est survey ever made by a comic 
magazine publisher. Coast-to-coast, it 
covered every age group (from 8 to 


hical location and every income 


level, in strict conformance with census findings. 
ARCHIE wanted you to know about Youth’s “Age 


much America’s youngsters had 


to spend—and what they bought . . . so, instead of 
a few hundred “spot” calls, we had Gilbert complete 
10,015 interviews— greatest number of question- 
naires ever reported in a Youth Market study. 


Comic Group 


6605 Hollywood Boulevard 
Los Angeles 28, California 


New York 13, N. Y. . 


UNDUPLICATED 


43.1% of all the 8-to 20-year-olds in the U.S. 


MAGAZINE PUBLISHER 
DARES REVEAL UNDUPLICATED 
INTRA-GROUP READERSHIP! 


THIS IS THE ARCHIE STORY! 


ARCHIE wanted you to know—not guess—at 
Comic Readers’ influence on family purchases. . . 
so we scored another “first” by having Gilbert make 
2,500 checkback calls on parents. 


FINALLY—and most important—ARCHIE 
wanted to answer for once and for all, the oft-posed 
question, “What is your net readership, with all 
intra-group duplication eliminated?” So, we had 
Gilbert tabulate and eliminate all cross-readership 
among our six magazines. Thus, we are able to give 
you FOR THE FIRST TIME in Comic Magazine 
History—the Archie Story, the absolute net, undu- 
plicated figures on the amazing readership of the 


ARCHIE COMIC GROUP—figures that no other 


publisher has dared reveal. 


ARCHIE COMIC GROUP wants you to have this 
Gilbert Youth Research Study. IT’S YOURS—with- 
out cost or obligation. Just request it on your letter- 


head. Write for your copy TODAY. 


Study Ever Made. 10,000 Personal 


Send TODAY for 
your FREE copy of 
“The Age of Deci- 
sion”’—the truly de- 
finitive Gilbert 
Youth Research’s 
Nationwide Study 
of the Youth Market 
—Largest Youth 


Interviews; 2,500 Parent Checkbacks. 


ARCHIE COMIC GROUP 
READERS 


EVERY ISSUE 


Advertising Age, October 4, 1948 


SYMBOL—This identification, prepared by 

the Advertising Council for all CARE 

campaign materials, was adapted from 

the car card and outdoor poster design 

prepared by N. W. Ayer & Son and dis- 
played during August. 


Chrysler's Wallace 
Asks Dealers to Use 
More Personality 


Detroit—-Auto dealers should 
leave their private offices and get 
out to build friendships with their 
prospects, David A. Wallace, presi- 
dent of the Chrysler division, 
Chrysler Corp., has advised his 
dealer organization. 

“Good salesmanship is a com- 
bination of thorough knowledge of 
the merchandise (and of competi- 
tive merchandise), industry, tact 
and personality,” he said. “If I 
had to pick out one of the four as 
more important than the others, 
it would be personality.” 

He suggested that too many 
dealers overlook the value of 
putting their names on building 
signs. 

“Many dealerships simply take 
the name of the town in which 
they operate and tack on ‘Motor 
Co.’ or ‘Motor Sales,’ ”’ Mr. Wallace 
pointed out, adding that when the 
public sees a sign like “Jones Auto- 
mobile Co.” or “Smith Motors” it 
feels more that these places are 
operated by people of flesh and 
blood. 

“Even a name showing as little 
imagination as ‘Joe’s Sales and 
Service’ is preferable to one in 
which no individual is mentioned,” 
he said. He admitted, however, 
that it is unwise to use the dealer’s 
name if it is a “jawbreaker.” 


Bauer & Black 
Opens New Drive 
for Supporter Belts 


Cuicaco—Bauer & Black will 
break a special newspaper drive 
in selected markets throughout 
the country Oct. 4, using an 850- 
line ad for what the company 
calls an elastic Bracer supporter 
belt for men. 

At the same time, the company 
says that introduction of a new 
point-of-purchase display last 
January has resulted in an in- 
crease of 300% to 400% in sales 
of the Bracer and other B & B 
elastic supports by many dealers. 
The display is a hard maple floor 
stand, 5%’ high, 3’ wide and 2 
deep with a fluorescent light over 
an open top, a glass drop section 
storage space and slots for insert- 
ing celluloid price tags. 

The idea for displa) 
evolved from a similar stand tha‘ 
did well in selling B & B’s con- 
sumer first-aid line of gauze, ad- 
hesive tape, etc. The “elastic sup- 
port” display is manufactured b) 
C. D. Baird & Co., Milwaukee 
and is sold to dealers for abou 
$100 with the requirement tha 
it be used for B & B items onl) 

Henri, Hurst & McDonald her: 
handles the account. 


Issues Centennial Booklet 


Mailing has been completed c° 
50,000 copies of a 32-page bookl« 
explaining the three-year center 
nial program for the Californi : 
Centennial Commission. The book - 
lets, which went to business an 
government executives throughou ' 
the country, were produced by the 
San Francisco office of Botsforc, 


Constantine & Gardner. 
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‘Mercury-a-Day’ 
Features Contest 
for Lever Products 


New Yorxk—Lever Bros. Co. will 
launch a $100,000 “Mercury-a- 
Day” contest Oct. 11 and will sup- 
port it with an advertising barrage 
to attract not only customers but 
dealers as well. 

A total of more than 3,000 prizes 
will be awarded persons who write 
the best letters of 25 words or less 
on why they like any one of the 
eight Lever Bros. products—Lux, 
Lifebuoy, Rinso, Lux toilet soap, 
Swan, Silver Dust, Breeze and 
Spry. The contest will run five 
days a week from Oct. 11 through 
Nov. 19, with a 1949 Mercury 
sedan and 100 $10 bills to be given 
away daily. 

Promotion of the big contest 
started yesterday (Oct. 3) with 
four-color copy in comic sections 
of 67 newspapers, and contest de- 
tails also will be told listeners on 
the company’s network shows— 
“Lux Radio Theater,” “Amos ’n’ 
Andy,” “Bob Hope Show,” “Aunt 
Jenny” and “Big Town.” 

Lever plans to award 582 prizes 
totaling $10,000 to dealers who 
most effectively support the con- 
test in advertising and store dis- 
plays. Each dealer whose name 
appears on a Mercury winning 
entry blank, and who helped his 
customer win, will receive $100 
from the company. 


Newspaper Rhymes, 
Radio Back Frozen 
Blue Goose Peas 


Los ANGELES—American Fruit 
Growers, Inc., marketer of Blue 
Goose frozen peas, has opened its 
fall campaign in eastern markets 
featuring “Mother Blue Goose 
Rhymes.” 

Newspapers will be the principal 
medium in the campaign which 
started Sept. 23 with 630-line ads 
in the Philadelphia Bulletin and 
Inquirer. Schedules in the papers 
call for one insertion a week for 
39 weeks. Space will taper down 
to 200 lines. All copy is in rhyme, 
a typical verse reading: 

Little Bo-Peep has lost her sheep 

They’re now delicious chops 

With Blue Goose Peas, they’re 

sure to please 

‘Cause Blue Goose Peas are tops. 

In Philadelphia selective (spot) 


in Savannah 


. « « and in the homes of 
over a million people, in 79 
counties, of the great 
Georgia-Carolina seaboard 
market. 


830KC SOOO WATTS FULL TIME 


AFRILIATE 


announcements are being used 
once a day five days a week on 
Station WIP. These are straight 
product commercials. Grocers re- 
ceive window posters, price cards 
and other display material. On 
Oct. 5 the campaign will be 
opened in the Bronx and the 
Westchester areas in New York. 
The general promotion will be the 
same as in Philadelphia except 
that outdoor will also be used. 
Twelve other principal markets 
in the northeastern states will be 


covered in the campaign. 
Davis & Co., Los Angeles, is 
the agency. 


Peck Leaves Putman 
to Direct Own Company 


James O. Peck, for the past 
year and a half vice-president of 
Putman Publishing Co., Chicago, 
has resigned, effective Oct. 18. He 
will devote full time to his own 
research organization, James O. 
Peck Co., New York and Chicago, 
making his headquarters in the 
New York office, 12 E. 41st St. 


Sibley Succeeds Moseley 


Ford Sibley, manager of the San 
Francisco office of Foote, Cone & 
Belding, has been appointed to the 
board of governors of the northern 
California chapter of the Four A’s 
to fill the unexpired term of Leslie 
Moseley, resigned. 


Hance to Aitkin-Kynett 

Hance Brothers & White Co.. 
Philadelphia, pharmaceutical man- 
ufacturer, has appointed Aitkin- 
Kynett Co., Philadelphia, to han- 
dle its advertising. 


SMART DISPLAY 
Lorge Presentation Ring Binders with 
metal bound ind 


Z 


4° 


Sizes for sheets 22 x 17, 17 x 14,1411, 
covers. 
ipper Case Presentations |! « 14, 


11 x Sold only thru leading V. D. 
stationers in the U.S.A. 


Viswal Sgliing Alds write 


SHUA MEIER COINC. 


(EFFECTIVE NOW) 


For solid coverage the whole 
| Billion Dollar Sacramento Trading Area 


KFBK SACRAMENTO 


GOES 50,000 


SACRAMENTO TRADING AREA e SERVED BY KFBK 


of frequency. 


50,000 WATTS e 


SACRAMENTO, CALIFORNIA 


1530 KC e ESTABLISHED 1922 


Affiliated with the American Broadcasting Company 
Paul H. Raymer Company, National Representative 


O N OCTOBER 2, 1948, at 5 PM, KFBK Sacra- ; 
mento became one of the most powerful sta- 

tions in the country. KFBK boosted its power to 
50,000 watts for one reason: to solidify its cover- = | 

age of the 21-county Sacramento Trading Area. ar 


How good a market is this part of Northern © § 
California? According to Sales Management, it’s : 
worth more than $1 Billion in gross buying power 

.. worth $765 Million in annual retail sales. In 
population it outranks Pittsburgh. | 


Now, KFBK will broadcast a strong, clear signal * 
into every corner of this rich market. And listeners . 
will get KFBK’s topflight programs at the same 
position on their dials—there has been no change 
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7 Ad Specialty 


here are too few of them and 


‘sven a salesmen’s consensus on |@ new brochure aimed at potential! snead of last year nadie”. tilabion ; claims for adjustment of wartime 
66 ° g on a high propor- SEP anc 
Sattcn of the problem is, “Send | buyers in this Geld. J. Walter Thompson Co. is the| tion of this year’s fruit and vege- views. deol year “net peat wes Promote 


. ut the right kind of salesman.” 
8 There is useful work cut out for 
salesmen of the specialties group, 
Las a result of this agency attitude, 


darry Kranhold, Brown & Bige-| dent, the group named C. A. Peck, | Gannon, formerly assistant direc- | Payne, “coordinator” of the pro- Chicago, has been named official JJ 22ency. 
ow, St. Paul, told conferees. Citing | Newton Mfg. Co., Newton, Ia. tor of advertising of Fortnight,| gram for the association, has con- photographer for the Merchandi:e 

igures showing that only 5% of| New directors include H. K.| have joined the new Los Angeles | igereg the labels sufficiently wide- Mart and will operate a studio in Hanlo 
sompanies can “afford” an agency,| Atkins, Winthrop- Atkins Co.,| Mirror as national and local adver- spread to warrant editorial dis- the building under his name. He Ww om 
Mr. Kranhold said the ad special- | Middleboro, Mass.; Mr. Peck;| ‘Sing managers, respectively. cussion in publications catering to 2!S0 will continue to operate the years ad 
‘ies industry can educate salesmen | H. J. Scott, Harley J. Scott Co., home-makers. Hubbard St. studio. Bill Vendet Pr Macfadd 
o help the other 95% in adopting | Kansas City, and C. F. Brantner,| Starts New House Organ pao nae the Merchandise Ma't @ y 514 h; 
‘ffective advertising. Harrison & Smith Co., Minneapolis.| The Plaskon division of Libbey-|m For the canners, the “syste- nae, the Ame 


Real salesmanship is needed now 
nore than ever, Arthur H. Bray- 


on, director of the Des Moines | Meek, Guy S. Meek Calendar Co., te relationships with the Food and The 
Sonvention Bureau, told the group.| Coshocton, O., who is retiring | ities and describes the products of | Drug Administration, which pos- the Chicago office of Roy S. Du:- Mer che 
olc 


Population shifts have changed 


cational campaign, plans to issue 


s J. L. Turner, Thos. D. Murphy 
Co., Red Oak, Ia., was elected 
president of the association. To 
succeed Mr. Turner as vice-presi- 


C. B. Goes Jr., Goes Lithograph- 
ing Co., Chicago, replaces Guy S. 


because of illness. 


ton’s shipments are more than 10% 


agency. 


Two Join ‘L. A. Mirror’ 


Forrest W. Noble, formerly with 
Erwin, Wasey & Co., and James A. 


Owens-Ford Glass Co., Toledo, has 
published the first issue of its new 


the Plaskon division. 


its sponsors hope to get “syste- 


table pack. 

At present there are no plans for 
advertising to bring the program 
to the consumer. In fact, it is only 
in recent months that Happer 


matic” labeling program offers a 
plus value in terms of improved 


sesses widespread power over cer- 


principally from allowance of 


$9,694,558. 


Byrne Opens Mart Studio 


| Fran Byrne, photographer with 
a studio at 102 E. Hubbard Si. 


Durstine Names Gottfred 


stine, Inc. 


Newspa 


Trend of Retail Prices in August 
s George Neustadt, New York, checks all retail advertising 
i Industry Hits of about 90 consumer commodities in nine cities to de- 
ee termine price trends. By special arrangement with Mr. 
ie Neustadt, ADVERTISING AGE each month shows the trend 

New Sales Peak in prices, as well as total advertising support, of the 10 

most significant or interesting commodities of the month. 
Prices shown here are the midpofit prices, meaning that 
isi h item featured a higher price 
Sees Record Volume half the advertising for eac 
than that shown, and half featured a lower price. The 
Again in ‘a9; Sales tabulation covers all advertising of each commodity in the 
d cities—by all types of retail outlets and in all 
printed media. 
Cuicaco—The advertising spe- Average for month during August 

rialty industry, enjoying its big- Commodity 1948 1947 1940 ; 

fest year in history, will shoot at *W&M< silk or wool dresses............... $ 16.58 $ 16.08 $ 9.32 
$150,000,000 potential in 1949. W&M fur trimmed coats.................. 95.80 90.00 61.20 i 

Member companies and jobbers W&M fur coats iva tecaniniecadiadiabiviun 275.00 248.00 134.60 PRIZE FOR OLDEST—Thomsen’s Home Supply Store, Amarillo, Tex., Crosley dealer, indu 
tre making 1948 a successful year W&M mMillimery ........-reecseeereneerneeen 10.32 9.72 3.94 stacks its window with old-time Crosley sets that were brought to the store in response stan 

DY reaching a volume of $94,- *WE&M shoes 51.52 47.80 26.46 to announcement of a contest offering a Crosley radio-phonograph combination to est 
100,000 in sales, F. P. Spikins, a 51.52 47.80 26.46 the owner of the oldest Crosley model submitted. The three oldest that turned up Tt 

resident of the Advertising Spe- Be as oacins seciedialeneeiindianandans 3.05 3.32 1.10 were 1922 vintage. Crosley sold its first receiver in 1921. ment 
tialty National Association, de- 2.71 2.73 0.99 as | 

lared here last week at the eo ee 70.80 48.80 39.92 . tain phases of food labeling. poe 
frroup’s 45th annual convention Bedroom suites .......ssssecsssessssesneessee 188.00 170.00 60.60 anners Moving By agreeing through their asso- ports 

ind specialty fair. “Outsiders” are ciation on the accepted meaning the s 
*redited with a $30,000,000 volume, Advertising Linage Comparison o of various labeling expressions, thou: 

snaking the year’s total $124,000,- 1947 - 1948 % Ahead with Own canners have greatly reduced the of t 

)00, an all-time peak. Commodity Linage Linage Gor L liability of involvement with Food exan 

Association members last year W&M Silk or Wool Dresses............ 1,129,453 1,117,808 4G and Drug Administration on label- tauré 
narketed $74,000,000 worth of W&M Fur Trimmed Cloth Coats.. 632,181 632,415 cose L b li pl ing offenses. On the other hand, 

-alendars, leather goods, pens. and 8 EL See 1,282,492 1,219,278 § L a e Ing an the adoption of an industry def- ain 
» -ncils, plastic items and hundreds WEM Millinery ............:cccccccceeeeseeeees 284,865 288,986 2G inition for labeling purposes has taure 
of other specialties suitable for IEE sslasickskcerietinestsncersneianeniits 620,444 640,096 3G WasHINGTON—The voluntary la-| provided the Food and Drug Ad- will 
will advertising. The “out- 124,689 131,851 5 G beling program of the National| ministration with a yardstick for credi 

‘iders” turned out $20,000,000 Living Room Suites...............000 237,591 256,303 8G Canners Association will take on| measuring the performance of in- sign 

vorth, for an industry-wide total Bed Room 425,357 528,937 24 G added impetus next month with dustry members. 

»1f $94,000,000. SINE “1s nsstdismasssescliinipoenedianvente 139,517 182,747 31 G the release of a promotional color Mr. Payne believes the produc- the n 

TRE TEI wrccccccrcresccsseccccccccnsnessesnccsee 415,946 412,221 1L film for use in selling the project | tion of a film to promote the pro- liquo 

)Jobbers are being offered a *Linage at all-time high for August. to the multitude of highly individ- | gram may prove to be a milestone in wi 

vider variety of specialties for the ualistic canners and distributors | in a practical approach to the la- Fra 
yoming year, with 86 manufactur- making up the industry. beling of consumer goods. ‘ presic 

‘rs—compared with 68 a year ago| postwar markets, and “there are | Byyyt Co With the film available for use| “Few industries,” he says, “have convi: 
s—showing their lines at the spe-| many people who don’t know our B on ncentrates at industry meetings this fall, the| attempted to organize a labeling such 
fialty fair. Association member- | products and services.” The “pas- | Drive in 38 Months; association aims at general accep-| program for its products and no active 
thip, too, has gone up, with 276/|sionate purchaser” of the early ¥ tance of a labeling program which | consumer goods industry, to our riott, 
. ndividual companies and jobbers | postwar days has given way to the Budget 1s Larger it has been quietly sponsoring and | knowledge, has gone so far in de- and t 

»-w represented in the industry | “bashful buyer,” he warned, and promoting during the past seven| veloping a systematic program as Brand 
sroup. good business can no longer be| SPRINGFIELD, Ma mae years. the canners—all of it on a volun- produ 

Efforts to launch a cooperative | taken for granted. Designed as the canner’s answer | tary basis.” B. 
H.dvertising campaign on behalf of ce Vbristmas DY SP S nat to the grade labeling movement,| The industry film is being made who } 
he industry met a temporary de-|®A plea for development of po-| 1948 advertising appropriation, | the National Canners Association | by Byron Inc., and Henry J. Kauf- movie 
leat when the jobbers’ group| tential sales executives within the largest in the company’s —e proposal is designed to provide the | man & Associates, both of Wash- cludin 
fabled action on a joint drive until| ranks was voiced by Harry Mes- |!" the last three months of the| .onsumer with specific and prac-| ington, and is directed by Robert the pr 
heir spring meeting. Although |senger, Messenger Corp., Auburn, Ch tical facts without upsetting the | Pilgrim. sistanc 
he manufacturers will not carry | Ind., who said these men have the id Buxt ge ra Mr a ti aaa established practices of the in- motio 
proposed program alone, the | advantage of previous training and dustry. ABC Co-ops Increase Brand: 

"+rongest proponents may unite on|contact with other departments | 2¢Vertising, a 18.5% Over Last Year lane o 

ithout waiting for | within the organizations. The av-|4ealer benefits more when For each canned fruit and advisor 

| campaign without waiting fo pe : 1 company’s full advertising dollar |table, industry committees have ooperative program sales of the ond ed 

sociation action. Advertising is|erage advertising specialty sales- take American Broadcasting Co., New e 

ilready being used, of course, by|man, he believes, has too much - t is th been preparing: / .._ | York, are up 18.5% over last year, Peters« 

ndividual companies in the field. | territory and can do a better job| Pointed out that Buxton is the/ 4. A list of the essential quality | with 184 new sponsors having been ff all dis’ 
ot t f im-|if he works a smaller area more | 40™inant personal leather goods | factors which should be promi-| added to the list of clients since 
m= 2ne major importance of im thoroughly. advertiser, noting that “in 1947 | nently displayed on the label. Aug. 1. Some 725 advertisers are Zi 
proved salesmanship, to keep pace Buxton’s appropriation was $255,-| 92 Agreement on the expressions | buying these shows in 731 markets, Pp 
ewith increased production and 713 and th t highest in the . / be | Compared with 611 sponsors a year 

an e nex that are to be used to describe 

ver-present competition of other | inductsy will field was $127,460... .” these quality factors. Standards| Harold Day, cooperative pro- Larg 
advertising media, was stressed at | be retarded during coming months/ 4, the theory that “national | o¢ : ter gram sales manager, reports. 

often involve scientific measure- ; New 
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Standard Brands, 
Restaurant Group 
Ready Joint Movie 


Cuicaco—Standard Brands and 
the National Restaurant Associa- 
tion are putting finishing touches 
to their new cooperative color 
movie on restaurant management 
and operations, to be released 
after the first of next year. 

The movie, “America’s Heritage 
of Hospitality,” will be offered in 
a 22-minute, 16 mm. version, with 
the scenario in the form of a cross- 
country travelogue. 

The film will present a cross- 
section of the American restaurant 
industry, from the hamburger 
stand to eating places in the larg- 
est hotels. 

The movie will trace the move- 
ment of food from its sources, such 
as fisherman’s wharf, orchards 
and wheat fields, through trans- 
portation, storage, preparation and 
the serving of complete méals. Al- 
though both interiors and exteriors 
of the restaurants used in the 
examples will be shown, no res- 
taurant names will be mentioned. 


ain addition, the National Res- 
taurant Association and Standard 
will be mentioned only in the 
credits on the 16 mm. movie. De- 
signed to appeal to schools, 
women’s clubs, and civic groups, 
the motion picture will not show 
liquor being served, nor any scenes 
in which the performers smoke. 

Frank J. Wiffler, executive vice- 
president of the NRA, had been 
convinced of the desirability of 
such a film years ago. With the 
active support of J. Willard Mar- 
riott, president of the association, 
and the cooperation of Standard 
Brands, next year will see the final 
production released. 

B. K. Blake, New York producer, 
who has filmed several previous 
movies for Standard Brands, in- 
cluding “Golden Glory,” handled 
the production end, with the as- 
sistance of Albert Pleus, sales pro- 
motion manager of Standard 
Brands, and Alberta M. Macfar- 
lane of the NRA, who acted as 
advisor on food research, dietetics 
and educational aspects. Ralph G. 
Peterson, also of NRA, will handle 
all distribution. 


Zippo Opens Its Ist 
Large-Space Drive 


New YorK—Zippo Mfg. Corp., 
Bradford, Pa., last week began a 
national advertising campaign in 
magazines and business papers, 
planned to run monthly through 
Christmas. It is the company’s 
first venture into large space for 
its lighters. 

Full-page, two-third and half- 
page ads will run in Life, Look, 
The New Yorker and The Satur- 
day Evening Post, with several 
insertions in full color. A special 
business gift campaign will appear 
in Fortune and in several business 
papers. 

All advertising will emphasize 
the company’s personalizing fea- 
tures: initials, signatures, mes- 
Sages and other insignia. In a 
small space campaign, using the 
SEP and Life, the company will 
promote Zippo flints and lighter 
fluid. Spreads and page ads are 
scheduled for drug, jewelry, tobac- 
co, sporting and hardware business 
papers. 

Geyer, Newell & Ganger is the 
agency. 


Hanlon to ‘American Home’ 
Walter Hanlon, for the past 11 
years advertising manager of the 
Macfadden Women’s Group, New 
York, has joined the sales staff of 
the American Home, New York. 


Newspaper Admen to Meet 
The New England Newspaper 
Advertising Executives Association 
Will hold its annual meeting at the 
Parker House, Boston, Oct. 5. 


Kaiser-Frazer Corp. is negotia- 
ting with Sears, Roebuck & Co. to 
sell its autos through the mail or- 
der house and its stores. This was 
disclosed by a K-F spokesman last 
week. Sears had nothing to say 
about the report, although it did 
announce completing a deal where- 
by, for purchase of some stock in 
Kaiser Fleetwing, Inc., Fleetwing’s 
Bristol, Pa., plant will be expanded 
to turn out bath tubs, sinks, lava- 
tories and sink cabinets for Sears 
to help it meet demand for such 
products. 


A controlled mail study that 
pulled a surprising 31.7% return 
stimulated immediate action by 
the Skirvin and Skirvin Tower ho- 
tels, operated by the James Hotel 
Co., Oklahoma City, and plans 
for improved services are already 


under way. The two-page ques- 
tionnaire took nearly half an hour 
to fill out, and offered no gifts 
or other inducements, but it and 
the covering letter were liberally 
sprinkled with cartoons, and am- 
ple space was provided for com- 
ments. 

Compliments far outweighed the 
complaints. The latter protested 
mostly about excessive pressure 
for tips, misplaced reservations 
and high food prices. The survey 
of the hotels’ services was con- 
ducted by Gibson-Norman Market 
Research, and other studies are 
planned. 


* * 


Although the report has been 
published in several quarters, and 
buzzed about in a lot more, the 
higher-ups at American Tobacco 
Co. emphasize that Louis J. Riggio 


has not been placed in charge 0! 
the company’s advertising. Hi: 
father, Vincent Riggio, who suc- 
ceeded George Washington Hil 
two years ago as president of the 
company, functions as “advertising 
manager,” with John Borr, assist- 
ant advertising manager, in direc 
charge of the department. 

Louis Riggio, however, is said tc 
be assistant to the president, and 
probably has a voice in advertising 
and other matters. 


While the actual contracts 
haven’t been signed, Madison, 
Wis., may get its own morning 
newspaper within the next month 
when the Wisconsin State Jour- 
nal swings over to the morning 
field, leaving the afternoon mar- 
ket exclusively to the Capital 
Times. 

Though the two dailies are 
separately owned and get in each 
other’s hair editorially, they op- 
erate a single advertising depart- 


ment under direction of L. E. .f 
Heindel. They offer a joint rate. 
to national advertisers, which is “/ 
soon to go from 20 to 22¢ a line.” | 
Rumors that the afternoon 

dailies would merge have been’ | 
rife for years, and especially so | 
now in the face of soaring pro- 
duction costs. The impending 
change is still a rumor—but a 
good one, it seems. 


WNBC Sales Rise 42% 


Time sales for WNBC, New York, | 7 
for the third quarter of this year’ 
are up 42% over the same period 
last year. Revenue for the first 
three quarters of 1948 has risen* 
34% over the corresponding period 


in 1947. 
MONEY-MAKER 
Send us your weakest ad. Skilled “ad 
doctor” will return it within 6 days, 
converted into “selling-in-print.” You | * 


may be surprised at how quickly we can 
step up lagging reader-action. Modest 
cost on guaranteed-result basis. Air mail |, *~ 
it today to Box 7181, ADVERTISING | 
sc? 830 W. 42nd St., New York 18, 


medium is in a position to do it in the way the Eagle Magazine does. Our new merchan- 
dising plan enlists the help and cooperation of our 1700 subordinate clubhouses and 
their secretaries. This is a proved plan with terrific impact. A plan geared to sell our 
1,100,000 members. It makes no difference if you sell beer, bicycles, or bowling alleys; 


the Eagle merchandising plan will get you a large piece of this tremendous market. 


TO SELL YOUR 
PRODUCT TO OVER 1,100,000 EAGLES 


Every medium attempts to give its advertisers some sort of merchandising help. But no 
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EAGLE 


are best sold New Yorkers 
through their favorite 
home-going newspaper 


P’AMILIES are constantly in the market for newer 
and better household conveniences. 


Practically everything that adds to comfortable liv- 
ing — from refrigerators to record players, from 
automobiles to automatic washers — stirs buying 
ideas in the minds of members of the family circle. 


Naturally, the newspaper that is read by every mem- 
ber of the family ... that reaches more of them every 
evening . . . offers greater opportunities for selling 
to the home. 


In New York that newspaper is the Journal-American. 


First in the evening field, the Journal-American strikes 
deep in the heart of the home market, reaching nearly 
twice the family units of the second evening paper. 
And these are families with ample purchasing power 
to buy what they want as well as what they need. 


For 700,000 families the Journal-American represents 
a primary and often exclusive source of news, features 
and buying suggestions. To sell them the solid 
comfort they seek, sell them solidly through the one 
evening newspaper they prefer. 


Your Story Strikes Home 
— 700,000 Times a Day — 


in the Journal - American 


AMERICAN }f (PAPER IERICAN PEOPLE > 


A HEARST NEWSPAPER 


NATIONALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE 


— 
i 
i: 
be; 
/ — 
2 
a 
‘| 
— 
— 
i 
| 
. 
| 
| 
= 


' await selection of competent per- 


' were useless after Pearl Harbor, 


= beverage industry in “voluntary 


gressional pressure, 


Unobserved, a Skeleton ‘WPB’ 
Prepares for Possible War 

WASHINGTON—With the diplo- 
mats too busy insulting each other 
to pay attention to it, a little- 
known governmental unit called 
the National Security Resources 
Board, composed of seven cabinet 
members, headed by -Arthur M. 
Hill, executive chairman of Grey- 
hound, is making decisions of 
grave significance in the event of 
another war. 

Intended as a skeleton War 
Production Board, to rehearse 
“M-Day” procedures for shifting 
productive capacity to national 
defense work with minimum de- 
lay, the board is to have 30 indus- 
try divisions. Half of these are 
already staffed; others, including 
a division to control conversion 
of the pulp and paper industry, 


sonnel and advisory committees. 
Boxcar loads of “M-Day” plans 


but officials are confident that 
National Security Resources 
Board would have a better record. 
It has to, because survival in the 
event of another war might rest 
on the effectiveness of its “M- 
Day” planning. 

It’s good citizenship for indus- 
try to give its best men for this 
kind of service. And it is good 
business, too because the deci- 


sions now being made will have} 


important bearing on the kind of 
civilian economy, if any, in any 
future emergency. 


** * 
The Alcohol Tax Unit is having 
a rough time interesting the 


various branches of the alcoholic 
codes to curb ad copy which Drys 
consider offensive. Under con- 
ATU asked 
the wine, beer and liquor indus- 
tries each to adopt advertising 
codes. But distillers and big brew- 
ers are very cold to the idea; some 
wine firms are also hostile. Dis- 
tillers find it hard to believe 
“hostile” legislation curbing their 
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made to order... 


No matter whom you want to reach 
-..the country’s 39 largest corpora- 
tions employing 20,000 or more 
employees or the 1,200,000 small 
businesses employing fewer than 3 
persons...Dunhill will get for you 
their names, addresses, and any or all 
pertinent information. The country’s 
largest publishers, banks, insurance 
companies, industrialists, use Dunhill 
for lists. They can be tailored to your 
measure, cut to your pocketbook. 


Dunhill List Co. Inc. 


Dept. U, 565 Fifth Ave., New York 17 
PL aza 3-0833 
Branches: Washington, Atlantic City, Chicago. 


By STANLEY E. COHEN, Washington Edit 


ad copy could pass a Republican 
Congress (which they confidently 
anticipate). 


Up at the press club, veteran 
political writers say Dewey cam- 
paigns like a man who already 
considers himself elected. Com- 
mon odds are 3 to 1 for him. 
Dewey’s campaign: trip is sup- 
posed to be designed to build a 
big majority, for use in the event 
that Congress proves troublesome. 


One of the first issues between 
Dewey and Congress, in the event 
of a Republican victory, might 
be over excise and sales taxes. 
Dewey is on record in favor of 


removing excise taxes wherever 
possible, leaving sales taxes to 
states and local units. But a strong 
Republican faction, said to include 
Harold Knutson (R., Minn.), 
chairman of the tax-levying ways 
and means committee, is sympa- 
thetic to a federal sales tax at the 
manufacturers’ level, which 
would make possible further re- 
ductions in income taxes. 


Some of the government’s best 
experts on lottery law suspect 
that FCC has a fight on its hands 
in its effort to classify all tele- 
phone quiz programs as lotteries. 
One of them told this reporter 
that existing court decisions are 
by no means conclusive, particu- 
larly when applied to programs 
like “Stop the Music,” where the 
listener is asked merely to tune in 
during a fixed broadcast period. 
This expert suspected that FCC 
has some legal pioneering to do 
before the courts are convinced 
that listening to the radio in the 
hope ef a prize under those cir- 


cumstances constitutes “consider- 
ation.” 
** 


It’s beginning to look as if the 
interest rate on veterans’ loans 
will remain at 4%—even if vet- 
erans are unable to find anyone 
willing to make loans at that rate. 
The Veterans Administration is 
friendly to a higher rate—author- 
ized by Congress in the hope of 
unfreezing the GI-loan market— 
but Federal Reserve Board has 
balked. Federal Reserve has long 
felt that there is too much easy 
mortgage money bidding up hous- 
ing costs. It is perfectly willing to 
let the GI wait longer for his 
dream house. 

** 


At the press table during FCC’s 
important—but sometimes boring 
—hearing on television’s progress, 
writers stopping in for a press 
association “angle” invariably 
wondered about the mental goings- 
on of FCC’s new woman commis- 
sioner, Frieda Hennock. Miss Hen- 
nock listened attentively through- 


out. In an effort to acquaint her- 
self with the mysteries of kilo- 
cycles, megacycles and other phe- 
nomena, she has started to build 
her own amateur transmitter. 


Will Promote Recipe Book 

Pillsbury Mills, Inc., Minne- 
apolis, will offer “Baking Is Fun,” 
a 64-page basic recipe book on 
behalf of Pillsbury’s Best enriched 
flour, using full-page, four-color 
ads in the November issues of 
Better Homes & Gardens, Farm 
Journal, Good Housekeeping, 
Household, Successful Farming and 
Woman’s Day, and in The Ameri- 
can Weekly (Nov. 14), Parade 
(Nov. 21) and This Week Magazine 
(Nov. 28). Radio, display material, 
shelf cards, display cards and 
newspaper mats for dealers also 
will be used. The recipe book will 
be offered at 25¢ a copy. McCann- 
Erickson, Minneapolis, is the agen- 
cy. 


‘Aim’ Changes Name 

Effective with the October issue, 
Aim Magazine, Chicago, will 
change its name to Industrial 
Sports Journal. 
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SPHENISCUS 
17” high—Equator 
and Galapagos Islands 


CAPE 
21” high—I7° to 34° South 
Great Fish Bay to Cape 


DOORSTOP 
10” high—cast iron 


TOY 
high—wood 


.the cartoons, the waddling 
wooden toys, cast-iron doorstops, the stuffed 
specimens in museums and live ones in zoos!— 
But the nearest bona fide bird that looks like 
a waiter, moves like a man, is found in the 
Galapagos . . . spheniscus mendiculus. Shrimp 
of the species, he stands 1.5 ft. high, weighs 
15 lbs., clowns around like a subtropic comic. 

Farther South, 
Jackass, Adelie, Gentoo, King, all pick up 
progressively in size and stature...and peak 
beyond Lat. 60°, the least liveable Antarctic, 
in the incredible Emperor, which grows to 
4 ft. height, go Ib. weight! 


Ass tue ace closed in, and animate life 
left for more favorable localities, the penguin 
was trapped by his poor transport facilities, 
useless wings, flaps for feet, wrong shape for 
swimming, non-amphibious . . . stayed put, 
learned to live in intense cold, and like it... 

For the Emperor has minimum radiation 
surface to mass, feathers almost as fine as fur, 
103 degree blood heat ...can withstand bullet, 
knife, claw and fang wounds lethal to other 
vertebrates, is impervious to anaesthesia, and 
succumbs only to starvation, submersion or 


JACKASS 
27” high—to 52° South 
Falkland Islands 


the penguin families Cape, 


ADELIE 
27-29 high, to 66° South 
South Orkney Islands 


They’re all Penguins... 


All penguins... 


crushing ice floes...is far advanced socially, 
pacific, fond parent, friendly to other species 
(including man) ... represents the ultimate 
organism of his environment, ¢ pluribus unum 
with a capital U! 


In tHe Law, the Census files, the deep red 
hearts of Congressmen...in the eyes of city 
dwellers, the plans of sales managers, the 
schedules of national advertisers, farmers are 
too often all Penguins...at best people, and 
sometimes mere statistics! 

Even the sophisticated space buyer, aware 
of the agricultural market, is content with a 


motley catch of share cropper, submarginal, 


subsistence, market gardener, stock rancher, 
fruit grower, poultry producer, milk source, 
and salaried small-towner ...in a comfortable 
“national” circulation farm magazine. 

Yet the farmer, no less than the penguin, is 
the product of his environment...the creature 
of climate and place, soil and seasons, methods 
and market...the most favorable factors. 

And the Emperor among US farmers is 
identified as surely as a homing pigeon with 
an owner’s tag! Look for him in the great 
Central Valley, walled off from either sea by 
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McMillan Gives 
Legal Review 
in Texas Speech 


Cites Points on Which 
Admen Should Be Wary 
and Exert Pressures 

Fort WortH—Business men had 


better become interested in legis- 
lation, George S. McMillan, vice- 


chairman of the Advertising Fed-| 9 jy 


picture unless those of us who are, licensees, on which no decision 


expert in such matters, who are;has been handed down; FCC’s 
affected most vitally by them, 
place our side of the picture be-| giveaway shows (“there is con- 
fore them.” 
Then Mr. McMillan listed some} commission would have the au- 
of the legislation—and govern-| thority to do this even if it wants 
ment agency regulations—of con-/| to’). 
cern to advertising men: 


consideration of banning radio 


siderable doubt as to whether the 


4. Before the Federal Trade 
Commission: The O’Hara bill (to 


e 1. The Patent Office is recon-| be reintroduced), which would 
sidering a ruling promulgated last| compel the commission to act 
year which would have prohibited | only as a prosecutor, and to bring 
patent and copyright attorneys/its case into the federal court 
from advertising; trademark ad-| nearest the respondent’s domicile; 
ministration is still fuzzy, and Mr.| the FTC’s proposal (disliked by 
McMillan thinks the amendment| Mr. McMillan) that it be given 
giving “totally unwarranted au-| power over purchases of one com- 


: . thority” over trademarks to the| pany by another, a proposal car- 
president, Bristol-Myers Co., and| prc is unwise. 


ried by HR. 3736 and S. 104; the 


advertising | basing point decision by the FTC, 


eration of America, told the 10th| forces defeated in committee a bill| and subsequent court decisions 
District AFA meeting here last| which would have curtailed liq-/that have led to Senate Resolu- 
week. uor advertising, and he expects|tion 241 setting up a sub-com- 

He pointed out that congress-|“when the next Congress con-/| mittee of the Senate committee on 
men, though willing and sincere,| venes, similar bills will be intro-| foreign and interstate commerce 


are asked to legislate matters! duced.” 

3. The Federal Communications 
“Mayflower case”|s 5. Department of Defense: Mr. 
Certainly they can’t get the whole| covering editorializing by radio; MeMillan reported the gist of the 


which “are much too complex for 


them to thoroughly understand.| Commission 


to study the situation. 


Munitions Board’s proposal re- 
garding renegotiation (AA, Sept. 
20), adding that “advertising must 
and, I believe, will be recognized 
as a legitimate cost.” 

6. State and city legislation: He 
warned that advertising “is bound 
to be considered by certain un- 
informed legislators as a fair field 
for the raising of money. Just this 
past year we have faced twocity 
ordinances to tax advertising in 
newspapers and on the radio. We 
have seen two states trying to do 
the same thing . . . These efforts 
must be defeated. Legislators must 
be taught to realize that advertis- 
ing increases sales and thereby 
increases profits, and that to tax 
advertising is to tax a tool which 
produces greater taxes from busi- 
ness.” 

Mr. McMillan urged advertising 
people to pay closer attention to 
legislation, and to help legislators, 
and pointed to the AFA as an or- 
ganization with which “we can 
protect and defend this profession 
from which we advertising people 
make our living.” 
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GENTOO 
29-31" high—45° to 60° South 
Paulet and Dundee Islands 


mountain ranges where the Ice Age glaciers 
manufactured the deepest topsoil on the 
continent, left rich deposits of living water... 
in a temperate zone crossed by the sun within 
two hours, by the seasons within four weeks. 
This land bonanza has furnished most of 
the nation’s food in the last hundred years... 
fostered most of the nation’s best farmers. 


Ap tne pest farmers, with the best 
brains, largest investments, best yields, highest 
cash incomes. . .are largely concentrated in the 
Heart states, among SuccessFuL FAaRMING’s 
{,200,000-plus subscribers, not reached in 
the majority by general magazine or national 
arm magazine! Their average gross income 
vas $9,890 without government payments in 

947—$4,000 above the US farm average! 

These SF subscribers represent one of the 

est quality markets in the world today... 
f you want market rather than coverage, 
irculation, statistics ...insist on SUCCESSFUL 

aRMING! No national advertising program is 
‘uly national without it! 

For data and details call any SF office... 
Jes Moines, New York, Chicago, Cleveland, 
etroit, Atlanta, San Francisco, Los Angeles. 


EMPEROR 
40-48" high—below 61° South 
to deepest Antarctica 


FARMING 


Charlie Shattuck 
to Retire: With 
Mactadden 38 years 


Cuicaco—After almost 38 years’ 
association with the publications, 
Charles H. Shattuck, western man- 
ager of Macfadden Publications, 

Inc., will retire Oct. 15. He will 
make his home at Pharr, Tex., in 

the Rio Grande valley, where he , 
operates two citrus orchards and a 
a farm. 

Mr. Shattuck started his connec- 
tion with Macfadden enterprises © 
in 1911, when he joined the Chica- ¢. 
go representative who handled 
Physical Culture. In 1916 he and 
Arch King formed their own spe- * % 
cial representative organization, 
handling Physical Culture, among 
other papers, and in 1918 Mr. Shat- 
tuck opened his own office as a « 
“special,” still representing the is 
Bernarr Macfadden book. 

His full-time association with 
Macfadden Publications dates 
from 1922, when he became west- 
ern manager, a post he has filled 
continuously since, except for | 
1941-42, when he was in New York » 
as treasurer of the corporation. te 

Mr. Shattuck will not be re- | 
placed. His secretary will take . } 
over as office manager in Chicago, 
and the various publication man- 
agers will continue as heretofore. 


Offers Airplane Ads 


National Visual Broadcasting 
Corp., Elizabeth, N. J., is offering 
services of its airplanes to tow ad | 
messages in the New York metro- 
politan area. The company also 
operates electric news signs. 


When your son leaves for 
college... leaves the 
leaves, the furnace, 
the errands, the 
drying of the dishes, the 
washing of the car.... 
that, Mister, is Your Worry! 


OVERLOADS 
| 
in carcucarin | 


. those are 


Our Worries! 


Callus... whena voluminous 
QUESTIONNAIRE, a SURVEY, an 
INVENTORY . . . sulks and keeps 
its priceless buried facts and beliefs 
and trends. 

Smile, lean on us, and call us... we'll 
put the data on especially designed 
punched cards . . . and sift the exact 
facts and illuminating control figures 
f-a-s-t, at your request. 

We'll take over those overloads, peak 
loads, emergencies, and you proceed 
with routine. We'll give you control 
facts or right and readable typing, fast 
... you'd pay us only when we work 
for you... when you 


The nation's foremost office overload service 
WORKMAN SERVICE, INC. 
109 N. Wabash Ave., Chicago 2, Ill. 
Other office locations: 


New York City * Los Angeles 
Minneapolis ¢ Seattle 
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Everbest Develops 
Plastic Gadget to 
Preserve Preserves 


Closure, closure, if it’s bent, 
Weep no more, my Mandy. 
Send a coin to Everbest 

And keep your Servaid handy. 


Curcaco—Glaser, Crandell Co. 
thinks the flat, vacuum-pack clo- 
sures are fine, and uses them on 
its line of Everbest preserves. 
But it has discovered, as have 
thousands of housewives, that it 


Peeserves at their best are 


EVERBEST 


is darn near impossible to pry 
one off and still have it in con- 
dition for resealing a jar. 

So Glaser, Crandell has de- 
veloped a plastic cover which 
snaps on a preserve jar, and fits 
pickle, relish and other jars used 
around the house, has christened 
the new product Servaid, and is 
giving it its initial national push 
with a half page in two colors 
in the Oct. 2 Saturday Evening 
Post. It will continue to push 
Servaid as an indispensable part 
of the Everbest picture in simi- 
lar ads every three weeks during 
the fall. 


Servaid is available for 15¢ 


A simple and effective system for 
Scheduling and Controlling advertising 
production jobs. Write or type on col- 
ered cards and post on board. 


Compact and attractive aluminum 
board easily adapted to your needs. 
Get free Portfolio with detailed 
charts. Graphic Systems, 55 W. 42nd 
Street, New York, N. Y. 


Visual Control 


SYSTEMS AA10-4 
55 W. 42nd St., New York 18, N. Y. 
Send FREE Boardmaster Portfolio. 


and an Everbest preserves label 
from the company, but most of 
the sales are expected to be made 
directly in grocery stores, because 
the three most popular varieties 
of preserves—strawberry, seedless 
black raspberry and grape—are 
now being shipped to stores with 
the Servaid cover attached to the 
jar by a cellophane band. The 
combination is priced so that the 
grocer can offer it at less than the 
cost of the preserves plus 15¢. 
The new covers were put on 
sale initially during the week of 
Sept. 13 in National Tea and 
Jewel food stores in Chicago, and 
are reported to have moved 
quickly. Jewel gave them prefer- 
red display at the check-out desks 
while National gave them con- 
ventional shelf space. Without 


stores had reordered stocks from 
their central warehouse by Wed- 
nesday of the first week. 

Earle Ludgin & Co. 
Glaser, Crandell agency. 


GMA Distributes 
Grocery Ad Book 
to 75,000 Grocers 


New Yorx—The Grocery Manu- 
facturers of America is currently 
distributing the 1948 edition of the 
“GMA Book of Grocery Advertis- 
ing and Selling” to 75,000 adver- 
tising grocers and 10,000 news- 
papers, wholesale food distributors 
and business schools. 

The book contains an up-to-date 


is the 


used to promote the sale of about 
500 widely advertised products. 
In addition to the slogans, the book 
gives the grocers information on 
store displays, and layouts, cus- 
tomer preferences, etc. 

A limited number of extra copies 
is available at $1 each on applica- 
tion to GMA, 205 E. 42nd St., New 
York. 


GMA SETS PLANS 

New YorK—M. Lee Marshall, 
chairman of the board of the Con- 
tinental Baking Co., New York, 
has been appointed chairman of the 
program committee for the 40th 
annual meeting of the Grocery 
Manufacturers of America. The 
meeting will be held at the Hotel 
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‘Esquire,’ with New Cover, 
Hits Circulation Record 

Newsstand circulation of Esquire 
reached an all-time high last 
month when 396,000 copies of the 
October issue, sporting a new front 
cover, were sold. Total circulation 
for the October issue was 735,000, 
also a record high. Esquire circu- 
lation guarantee is 650,000. 

The new cover style consists of 
illustrations on special features 
contained in the issue, although 
the magazine still includes shapely 
girls and the little Esquire man on 
the cover. 


Jack Cummings Changes 

Jack Cummings, formerly traffic 
manager in the San Francisco of- 
fice of Honig-Cooper Co., has beer 
appointed production and traffic 
manager of Harrington, Whitne, 


special promotion, most National/ 4,000 of the best-known slogans 


compilation of Waldorf-Astoria here on Nov. 15, 


16 and 17. 


& Hurst, San Francisco. 


Meet the man with the 


There are many men in business who say, ‘“‘No,” 
... simply because they haven’t got what it takes 
to say, “Yes,” 


It’s usually easier not to do something, not to 
try something, not to buy something. To make 
positive decisions requires active conviction, 
born of imagination and information. That’s why 
the “GO-Light” men—the decision-makers—are 
so hard to find. 


155,283 of these decision-makers* read The Wall 
Street Journal regularly. They read it to get all 
the news of business fast, frequently, accurately. 
It is the only national business daily. Its audience 
is the best-informed business audience in America. 


MORE DECISION-MAKERS FOR YOUR DOLLAR 


Continuing surveys made for diversified prod- 
ucts, show The Wall Street Journal delivers the 
maximum number of decision-makers per dollar 
among all magazines or newspapers. 


Over the past 6 years its circulation has tripled 
...While its rate per thousand has dropped 56%. 


* 155,283 DECISION-MAKERS READ THE WALL STREET JOURNAL 


The total net paid attained circulation of The Wall Street Journal is over 135,000. A recent “one-out-of-every- 
four’’ subscriber check established a total identified readership of 223,641—adding the ultra-conservative-figure 
of 16/25ths of an additional reader for each paid subscriber. Decision-makers selected are only those executives 
ranking General Manager, Department Head, or better. Ask to see the detailed figures. 


You can be in The Wall Street Journal every 
other week for a full year—with a dominant 8 in, 
by 10% in. space unit—for less than $16,000. 
And whatever your problem, it offers you all the 
flexibility only a newspaper’s big page size and 
high frequency make possible. 


PUT A ROOF ON YOUR BUSINESS PAPER PROGRAM 


No matter what branches of business you sell— 
manufacturing, mining, transportation, etc.—Th 
Wall Street Journal can build extra strength int: 
your 1949 business paper schedules. It adds de 
cision-makers where you need the “Yes-votes 
most, makes every business paper you are no 

using produce even more effectively. 


We'd like to show you The Wall Street Journ 
audience, broken down by actual readers, indus 
try by industry, title by title, function by func 
tion . . . and let you apply it to your presen 
business paper program and then make your ow! 
decision. THE WALL STREET JOURNA 
4A Broad St., New York 4, N. Y. 
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Headrest Covers 
| Will Carry Ads 


on 

00, 

| for Bus Riders 

CHAMPAIGN, ILt.—Riders on in- 


igh ter-city and inter-state buses may 
ely — view a new set of inescapable 
on sales appeals next January when 
Transport Enterprise, Inc., swings 
into action with its Trav-L-ads— 
headrest covers which offer dis- 
fic P'ay space to advertisers. 
of- Robert F. Grubb, who heads the 
ee! Champaign company, told Apver- 
iffic TISING AGE that while no adver- 
ney Btisers have as yet contracted for 
use of the new medium, several 
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agencies “sold” on the idea have 
included it in their recommenda- 
tions to advertisers for 1949. 

To date, Transport Enterprise 
has contracted with 56 operating 
bus companies, representing na- 
tional distribution. The advertising 
service is offered on either a na- 
tional or regional basis, and the 
company figures that the rate, 
based on the total of all bus com- 
panies now under contract, is only 
$2.13 per thousand. 


® Advertisers who have indicated 
the greatest interest, said Mr. 
Grubb, are those with distribution 
at bus stations and rest-stops, in- 
cluding such products as candy, 
soft drinks, cigarets and chewing 
gum. 

Transport Enterprise will supply 
the Vinylite headrest covers to bus 


companies under contract, with 
the privilege of using the space on 
the backs for advertising. The new 
covers need only a simple steriliz- 
ing wash, it points out, thus elimi- 
nating laundering costs involved 
with the more familiar cloth head- 
rest covers. 

The standard bus has a seating 
capacity of 33, four rows of seven 
seats each—all of which will carry 
the advertising covers—and a 
rear settee which accommodates 
five riders. Space on each bus is 
to be limited to four non-compet- 
ing advertisers, a full row of head- 
rest covers for each. The Trav-L- 
ads will “hit” most of the riders 
from the eye level, just two feet 
away. 


® Rates under a 12-month contract, 
effective Jan. 1, range from $12 


per seat for 500 to 2,000 seats, 
down to $10 per seat for 5,000 and 
more. Liquor, political and per- 
sonal hygiene advertising is 
banned. Anticipating the tempta- 
tion to some passengers, the rate 
card adds: “To minimize vandalism, 
advertising should not carry semi- 
nude or suggestive human figure 
illustrations.” 

The rates include any four col- 
ors, with additional colors figured 
at 10¢ per seat, as well as all 
production costs except the layout 
and artwork for color separation. 

Transport Enterprise maintains 
offices in the Hessel building here. 


Hold Industrial Editors 
Institute in Cleveland 


Kent State University, in coop- 
eration with Akron Area Business 
and Industrial Editors Association, 
Associated Editors Society of Pitts- 
burgh, Miami Valley Industrial 
Editors Association, and Northern 
Ohio Industrial Editors Associa- 
tion, will sponsor its first Industrial 
Editors Institute at the Carter Ho- 
tel, Cleveland, Oct. 7-8. Registra- 
tion is $15. 

K. C. Pratt, editor of “Stet,” is 
director of the institute, and Her- 
bert Heil, editor, “National Cash 
Register Factory News,” and presi- 
dent of the International Council 
of Industrial Editors, is chairman. 


York Elected President 


Frank L. York, treasurer and 
general manager, has been elected 
president and publisher of the 
Record and Times-Record, Troy, 


Coffee Firm Names Belinky 

Walter Belinky has returned to 
Continental Coffee Co., Chicago, as 
national sales manager after an 
absence of seven years. 
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N. Y., succeeding the late David B. 
Plum. Dwight Marvin has been 
named chairman of the board and 
J. Arthur Viger, advertising direc- 
tor, has been appointed 2nd vice- 
president. 


SUPPLYNEWS 


Delivers Most 
Buying Power 


Building 


SUPPLYN 


THE WALL STREET JOURNAL is the only national 
business daily (in fact, the only national newspaper) . . . 
printed every business day in New York, Dallas and 

San Francisco . . . shipped via air to 11 key distribution 
cities . . . circulated in every state . . . over 80% day- 
of-publication delivery . . . exclusive news reporting on 
national “‘situations” , , . its reporters, correspondents 
and analysts are literally everywhere. 


SUPPLYN 


| Building 


Merits Largest 


Volume of Advertising 
to Dealers 
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25¢ Book Publishers 
Want Same Freight 
Rate Magazines Get 


New YorkK—Twenty-five cent 
books ought to be permitted maga- 
zine freight rates. 

This is the first objective of a 
new group of publishers with a 
new non-stop name: National As- 
sociation of Publishers Distribu- 
ting Paper-Bound Books through 
Magazine and Periodical Channels. 

Sidney B. Kramer, secretary and 
treasurer of Bantam Books, is 
spokesman for the new group 
which includes, besides Bantam, 
Avon Book Co., Dell Publishing 
Co., Pocket Books, Inc., Popular 
Library and New American Lib- 
rary of World Literature. 

Mr. Kramer insists that paper- 
covered books have all the major 
characteristics of magazines _ex- 
cept advertising, and are entitled 
to equal treatment. He points out 
that the price of the books has not 
advanced since 1939, and “our 
books have the same regularity of 
release each month and all of us 
use the same distribution facilities 
as magazines and are offered for 
sale at the same retail outlets. Price 
schedules, return privileges and 
physical handling are almost ex- 
actly like the magazines; the maga- 
zine folk all agree with our posi- 
tion.” 


s Another point of contention is 
the fact that competitively priced 
magazines carry abridged versions 
of books, and by adding new mat- 
erial qualify for the more favorable 
magazine rating. 

Accordingly, the Central Motor 
Freight Bureau has scheduled a 
hearing in Chicago Oct. 14, where 
the publishers. will present their 
case, supported by 25 large car- 
riers who handle a majority of the 
truck traffic originating in Chi- 
cago. Applications to other rate- 
making bureaus will follow shortly. 
Chicago was chosen because the 
bulk of paper book printing is 
done in Chicago. 


‘Examiner’ Now 7 Cents 


The Los Angeles Examiner 
raised its newsstand price to 7¢ 
per copy on Oct. 1, probably hitting 
a new peak for newsstand prices 
for a general daily newspaper. The 
home-delivered price of the paper 
has been raised to $2 a month, 
from the former figure of $1.75. 
The newsstand price previously 
was 5¢. 


MILLIONS FOR 
SHOP EQUIPMENT 


It takes a lot of welders, power 
tools, test benches, cleaners and 
other shop equipment to keep 
700,000 for-hire trucks rolling. It 
takes a publication, too. Three out 
of every four Motor-Freight Carriers 
say TRANSPORT TOPICS is essen- 
tial to their business. It’s the only 
ABC paper devoted to trucking. 
16,000 paid weekly circulation; 
45,000 Third-Monday distribution. 


Crausport Topics 


The Notionc! Weekly of the Motor-Freight Corriers 


Washington 6, D.C. 


“CLASSIFIED CARDS’—This car card sequence, uniform in style, with each ad fea- 
turing a strong red arrow, is a new promotion placed on an experimental basis in 
Toledo street cars and buses. The plan is to use six of the 7” displays in the general 
grouping. The series shown here includes a promotional ad featuring the number of 


bus riders carried daily in the Toledo units. 


Bendix Opens Fall 
Video Promotion 


BaLTImMorE—The Bendix Radio 
Division of the Bendix Aviation 
Corp. has launched its fall cam- 
paign with full-page ads in maga- 
zines and newspapers. 

Newspaper copy during this sell- 
ing season will be devoted exclu- 
sively to Bendix’s new television 
sets, unveiled here recently. Now 
available in this area is a 10-inch 
table model priced at $349.95. A 
three-way console with radio, tel- 
evision and phonograph will be 
in the dealers’ stores soon. This 
console, which has a 10-inch screen 
and a long playing record attach- 
ment, retails for $599.95. 

Black-and-white or color ads 
are scheduled for Better Homes & 
Gardens, Life, Look and The Sat- 
urday Evening Post. 

Bendix will spend as much in 
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this fall-winter drive as it spent 
on advertising during all 1947. In 
addition to the newspaper drive, 
which will be extended to other 
markets as soon as the receivers 
are available, and magazine copy 
the company has prepared a five- 
minute transcribed program, fea- 
turing Jim Ameche, for the use o 
its dealers. MacManus, John & 
Adams is the agency. 


Munson Rejoins Gross 


Josephine A. Munson, former], 
copy director of John W. Shav 
Agency, has rejoined H. M. Gros: 
Co., Chicago, as copy director 
Miss Munson held that position 
with Gross in 1946-47. 


Cooks Names Long Agency 

Long Advertising Service, San 
Francisco, has been appointed to 
handle the advertising of Cooks 
Products, San Francisco, packer of 
Girard’s salad dressing. 
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WPIX Telecasts 
Sunday News, Ads 
on Saturday Night 


New YorkK—Latest programming 


innovation at WPIX is the presen-+ 


tation of sneak Saturday previews 
of the Sunday news before the 
papers hit the street. 

Presented at 7:40 p.m., EST, the 
how covers editorial items rang- 
ing from Dick Tracy to the Berlin 
situation. Nor is the advertising 
section of the paper overlooked. 
Announcer Rex Marshall narrates 
copy placed by Macy’s, Gimbel’s, 
B. Altman, Arnold Constable, 
Stern, McCreery, Hearns, Bloom- 
ingdale and Saks-34th St. 

Faced with the possibility of hav- 
ing to curtail or suspend adver- 
tising during the truckers’ strike, 
news executives hit on the preview 
idea as a likely solution to the 
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problem. However, response from 
advertisers and audiences was so 
impressive that the telecast was 
repeated even after the trucking 
difficulties were resolved. 

WPIX has not definitely decided 
whether to continue the telecasts 
on a regular basis. 


Pollock Forms TV /Films 


R. V. Pollock, formerly with J. 
Walter Thompson Co., has formed 
TV/Films, Inc., at Eastern Studios, 
Astoria, Long Island, N. Y., to pro- 
duce television movie commercials. 
The firm will function as the 
motion picture department of the 
agencies it serves. 


Heine's Blend in Dailies 

Sheriff Tobacco Co., San Fran- 
cisco, packer of Heine’s Blend pipe 
tobacco, will begin a newspaper 
campaign Nov. 1 in seven Pacific 
Coast markets. Hofer, Dieterich 
& Brown, San Francisco, is the 
agency. 


Typographic Houses 
May Abandon ‘Em’ 
As Selling Basis 


MINNEAPOLIS—Typographic 
composition men meeting here for 
the 29th annual convention of the 
International Typographic Com- 
position Association recommended 
that the association cooperate with 
the Advertising Typographers As- 
sociation of America on matters 
pertaining to labor-management 
relations, and in a study of means 
and methods of increasing produc- 
tivity of men employed and ma- 
chines used in the commercial 
composition industry. 

Other recommendations made 
by the association, prepared by 
Frank M. Sherman, executive di- 
rector and secretary, included one 
“that the group make a thorough 
study of desirability of substitut- 


ing character count for ‘em’ basis 
as a method of measuring output 
of typesetting machines for both 
production data and selling pur- 
poses.” 

The group also planned an ex- 
panded exposition in Boston next 
year at the 30th convention with 
an exhibition of new machines, 
attachments, type designs, mate- 
rials and accessories; a new serv- 
ice department be created at 
headquarters to be known as 
“ITCA Department of Technical 
Research and Standardization;” 
and a cooperative program for 
employe insurance against sick- 
ness and accidents. 


ws Mr. Sherman reported that 164,- 
000 individual pieces of association 
advertising, which included 12 
small promotional and educational 
folders, were distributed through 
ITCA member firms during 1948. 
The advertising committee an- 


Rate per page per thousand is a standard, useful way of figuring advertising budgets. But don’t let it fool you! Lots 
and lots of circulation at bargain basement rates can be the most costly investment you can make. Sales resistance 
is mounting—in some cases “soaring’”—on all types of consumer merchandise. From now on, you must select 
audiences for your advertising with utmost care. And that doesn’t only mean consumers who have demonstrated an 
interest in your particular type of merchandise by buying a magazine specializing in their interests. That’s impor- 
tant, but just as important is a demonstration of their desire and ability to get out in the aisles of retail stores where 


they'll do you some good. You can’t deny the fact that... 


The pay-off's at the point-of-sale. You make money when the potential purchasers your advertising reaches step 
up to a retail counter and say, “I Want Brand X!” So, we figured recently the most accurate place to measure a 
magazine’s ability to produce these purchasers is at the point-of-sale. We went to Fact Finders, Inc., asked them to 
send investigators into retail stores, and find out the answer from shoppers to the question: 


The study was conducted in twelve cities employing the best-known methods to insure accuracy and impartiality. 


does advertisement cost? 


We have specific traffic and cost figures from this study 
on almost all home furnishing and home appliance 
merchandise. When you see these figures you will 
learn a lot about how the media you use are delivering 
purchasers at the point-of-sale, and at what cost to you. 


What we found out in this investigation can be very 
important to you in your future marketing and mer- 
chandising activities. For instance, we discovered that 
$8.41 spent in House BEAUTIFUL produces the same 
impact on major appliance sales in retail stores as 


$11.68 spent in the second magazine. Here’s how the 
first ten magazines tabulated stack up: 


“Why is a shopper?” 


Comparative Costs 


House BEAUTIFUL 
Home Service Magazine “B” . 


Women’s Service Magazine “A” . 


Home Service Magazine “C” 
Home Service Magazine “D” . 


Women’s Service Magazine “B” . 
Women’s Service Magazine “C” . 
Women’s Service Magazine “D” . 


General Weekly “A” 
General Weekly “B” 


$ 8.41 
11.68 
13.06 
17.74 
31.35 
52.95 

103,28 

165.56 

364.38 

851.11 


without § A 
an advertising medium is WG 


We asked 3,500 shoppers at the point-of-sale in 12 lead- 
ing department stores in as many cities from coast to 
coast what magazine influenced them most in the pur- 
chases they were making. It’s a new measure of maga- 
zine advertising effectiveness. . 
show you how to direct your advertising dollars to the 
magazine markets that are going to be most productive 
for you. Ask a House BEAuTIFUL representative to show 
you what S A can mean to you, 


.the S A factor. It can 


House Beautiful 


YOUR 
<® 


% 


nounced at the convention a series 


of four folders for use by ITCA 4 


members for the coming year. 

A report of 1947 operations of 
the association included data for 
51 ITCA member plants repre- 
senting $9,500,000 worth of com- 
position business. This includes 
plants doing as little as $1,000 a 
month in volume to those doing 
$900,000 annual volume. Next 
year’s classification will be broken 
down even further, Mr. Sherman 
said. 

Volume of composition turned 
out by specializing typesetting 
houses in the U. S. and Canada 
in 1947 totaled more than $100,- 
000,000, it was reported. 


Pliantform Plans Campaign 

Pliantform Foundations, Inc., 
New York, manufacturer of 
Breathinbra and Breathingirdle, 
will launch a campaign, through 
Ralph Harris Advertising, New 
York, in Charm, Glamour, Har- 
per’s Bazaar, 
New York Times Sunday Maga- 
zine. 


World's Largest 
Sales Force! 


and.these Salesmen 
are Tops in Direct Selling / 


"Nationally known menutecturers 
such as Fyr-Fyter Co., J. B. Simpson 


Tailoring Co., Fashion Frocks, Stark 
Nurseries, and scores of others, use 

this sales force to chalk up many 
millions in sales annually in this 


2 Billion Dollar Market 


this 
The Fascinating True Story of 
CA Solberg Selling Success 


First in the Field— 
The oldest sales publication with 
 Know—Don’'t Guess 
is your product suited to Direct 
Selling? Can direct selling build 
sales or cut inventories fast and 
profitably? Find out now .. . 


‘Write for This Booklet 
it tells all you want to know about 
Direct Selling. Contains a wealth of 
valuable information for manufac- 
turers and advertising agency 
executives. And, we can give you 
valuable advice, based on years of 
experience in the Direct Selling 
field, without the slightest obtige- 
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Names Wentworth Green 


Wentworth F. Green has been 
named to represent Wood Products 
and Barrel & Box & Packages in 
southern California, making his 
headquarters in Los Angeles. Wood 
Products has been elected to mem- 
bership in the Audit Bureau of 
Circulations. 


BRITISH PUBLICATIONS FOR AMERICAN EXPORTS 


THE BUILDER — W — a Builder House 
Catherine St., London WC2. Ed. I. Murray 
Leslie. Ady. Dir. John B. Perks. The lead 
ing Architectural and Building Newspaper 

with world wide circulation. 


LLOYD (OVERSEAS EDI- 
Tio Ww—6, Cavendish Plan. 


Layton. Engineering export journal in Mine: 
lish- —- covering British Empire Western 


MACHINERY LLOYD (CONTINENTAL ED!I- 
ON)—Al. 


TION) — W—6, Cavendish ce, 
Wl. Ed. James F. Driver. Adv. Mgr. M. L 
Engineering export journal in Eng- 


Layton. 

lish-French covering Europe. 
MACHINERY MARKET Est. 1879 W—Ward- 
robe Chamber 146A Queen Victoria St., Lon- 
don BC4. Ed. A. Edwin Culley. Adv. Mer. 
Henry Young. Britains leading business engi- 
neering journal with world wide readership. 
The sales supplement is the largest of any 
other en ing journal. 


em. 
“MEMBERS OF THE AUDIT 


BUREAU OF CIRCULATIONS 


FOR EXPORT 


ADVERTISING 


EXPORT REVIEW DEVOTED TO MACHINERY, TOOLS, ELECTRICAL TRADE AND 
INDUSTRY 
WRITE FOR SPECIMEN COPY AND FURTHER PARTICULARS OF THE 
OVERSEAS EDITION AND CONTINENTAL EDITION OF 


MACHINERY LLOYD 


DEPT. AA. 
6, CAVENDISH PLACE, REGENT STREET, LONDON, W.1. 


Britain is Conservative! 


For 106 years * THE BUILDER” has ome established as the Leading Weekly Newspaper 
for the Architeetural Profession and Building Industry. Read and quoted by architects, 


contractors and merchants, 


“ THE BUILDER” has a World-wide Subscription List covering 


Europe, Africa, Asia, U.S.S.R., N. & S. America, Australia, India and the Pacific. 


CIRCULATION AND INFLUENCE BRING REMUNERATIVE RETURNS 
Space enquiries to :—Advertisement Director, 


THE BUILDER, 


LTD. 


The Builder House, Catherine Street, 
Aldwych, London. W.C.2, England 


Wanted: 


Top-Flight Advertising Writer 


Expanding business makes it desirable to add a sea- 
soned writer to our team. The man we are seeking 
probably has ten years of successful agency experience 
behind him. He has specialized on highly competitive 
food and drug products. He has demonstrated how 
deals and contests sell merchandise. He has proved 
his ability to give consumer promotions a new twist. 
He is ready now for a move he wants to make his last. 

If you are the right man—a liberal salary, plus 
profit sharing immediately, annuity plan in three 
years, shareholding opportunity in five years. Write 
us a letter telling about yourself and your experience. 


Director of Copy 


Needham, Louis and Brorby, Inc. 
135 South La Salle Street 
Chicago 3, Illinois 


Wanted Now! 
Seasoned Production 
Man 
By Leading Agency 


(Chicago Office) 


Excellent working conditions 
Depression-proof accounts 
Better than average salary 
Write giving background—-sal- 
ary and experience to Box 
7182, ADVERTISING AGE, 100 
E. Ohio St., Chicago 11, III. 


(Our employees have been told 
about this ad) 


Sale of Trade Magazine 


California Publisher wanting relief 
of some of his business responsibil- 
ities offers one of his magazines 
for sale. 

Publication is the leader in its 
field, has national circulation, ABC 
audited and yielded the active 
owner an average annual net profit 
of $25,000. 

To a seriously interested party the 
magazine is available at the price 
of $95,000. Terms possible, however 
$60,000 down payment required. 


Write Box 7166 
ADVERTISING AGE 
100 E. Ohio St. Chicago 11, Ill. 


27 Years’ Experience 
Selling Newspaper Space 
—tLocal & National 


Plus thorough knowledge of 
merchandising and marketing. 
Proven ability to increase space 
on local accounts. Good appear- 
ance—47 years old— a university 
man—married. Willing to locate 
anywhere. Can furnish the best 
references. Complete informa- 
tion on request. Now employed 
on large midwest daily, but can 
leave anytime. 


Box 7183 ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


( 

advertisements 

lar counts on multiple insertions spac 


HELP WANTED 


POSITIONS WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 
GEORGE WILLIAMS CO.—Personnel 
209 S. State St., Ha 7-2063, Chicago 


Advertising Specialty Salesmen to repre- 
sent established line of cloth showroom 
banners whose patented features offer ex- 
ceptional sales and profit opportunities. 
Exclusive territory. Prefer experienced 
men now handling other recognized ad- 
vertising display items. Write for details 
and samples. Rosco Manufacturing 
Company, 439-465 Central Avenue, 
Rochester 5, N. Y. 


Advertising Space Salesman 
for only Eng. language magazine on 
Mexico in U. S. on participation part-- 
nership basis. Sole investment: ability, 
energy, results. 
Box 9776, ADVERTISING AGE 
330 W. 42nd St., New York 18, N.Y. 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


ADVERTISING MANAGER 


for nationally known drug product com- 
pany in the South. Man should have ex- 
perience in radio advertising and must 
know agency procedure. Must be cap- 
able business man and mgr. as well as 
a creative thinker. Give full background 
and salary requirements in first letter. 
Box 9799, ADVERTISING AGE 
830 W. 42nd St., New York 18, N. Y. 


Open 
Advtg Mgr-Industl Exp $350 
Copywriters. ............ $350 
Top Salaries 


SHAY AGENCIES 
30 W. Washington Chicago 2, Il. 
CREATIVE ARTIST 
We can use another top flight artist with 
a flair for the new modern treatment to 
design window display material. Blue 
chip accounts to work on. 5 day week 
with excellent salary. Stemar Company, 
Chicago, Ill. 


ARTIST 
Art department of well-known publisher 
located in downtown Chicago needs 


artist. Key-lining Lettering and General 
Display design. Write, giving experience 
and salary desired. 

Box 9803, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


WANTED: An Artist 

who wants to work in a Mid- 

west town of 75,000 for a busy 

successful, congenial organization. 
Stewart-Simmons is a printing organiza- 
tion that offers a complete creative ser- 
vice on direct advertising—plan, copy, 
layout, artwork, photographs. We need 
an assistant for our art director. The man 
we want should be experienced; should 
be able to make a comprehensive layout 
from someone’s rough, originate layout 
ideas of his own, make pen-and-ink, 
brush, and airbrush working drawings. 


Write us, enclosing samples of your best 

work and stating age, experience, and 

salary required. Your reply will be held 

in confidence and your samples will be 

promptly returned. 

STEWART-SIMMONS COMPANY 
Waterloo, Iowa 


POSITIONS WANTED 


Wanted — Copy-contact position by ex- 
perienced creative female copywriter 
with mfg.sales background. Has initiative 
and enthusiasm. Can also plan profit- 
making sales promotion. Prefer Chicago 


area. 
Box 9796, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MEDIA DEPT.—Young woman with 4 
years advertising experience (3 years 
Media) desires steady position with 
Michigan Ave. Agency. 

Box 9798, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


PUBLICATION PRODUCTION 
5 years exp. covers contracts, proofread- 
ing, layout & make-up, billing, etc. No 
shorthand. Young lady, neat and depend- 
able. South loop location preferred. (Chi- 
cago) 

Box 9800, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

AVAILABLE 
PUBLIC RELATIONS MAN 

Top-notch writer. Over 12 years in news- 
paper and PR work. Exp. as copy chief 
and acct. exec. in both industrial and 
non-ind. PR. Coll. grad. War vet. Age 35. 
Min. $600 mo. 

Box 9801, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Advertising Manager or Assistant 


Industrial background (materials handling) 
with agency, publicity, weekly newspaper 
experience. Age 30, single, college grad- 
uate. Ambitious and sales-minded. 

Box 9802, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SEASONED PRODUCER— 


with broad industrial advertising expe- 
rience, also mail-order and agency, seeks 
connection as advertising manager. Able 
to plan and create effective trade paper 
ads, direct mail and other selling liter- 
ature. Good educational background; 
well grounded working knowledge of 
advertising media and techniques. Full 
details gladly furnished. 

Box 9804, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, IL 


Advertising and Sales Promotion— 
Over 17 years experience in space adver- 
tising and direct mail work. Had full 
charge of direct mail department and 
dealer service. Particularly interested in 
Agricultural Implement Line. Full de- 
tails on request. 

Box 9806, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING SALESMAN 


Now ad manager National Foods firm. 
Former top-flight newspaper space sales- 
copy-layout. Desires re-entry contact 
field. Age 33. Interview will convince you. 

Box 9807. ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 

PRESENTATION WRITER 

tops at snaring accounts; terrific 1948 re- 
cord. Thorough agency copywriting ex- 
perience; sales promotion and planning 
specialist. 31 years, $10,000. Resume on 
request. 

Box 9808, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


Business men’s “trade paper,” 4 years 
old, in black, wants well established 
representative organization to represent 
us in New England, Midwest, Pacific 
Coast. Please give complete picture of 
your setup in first letter as evidence 
of your ability to visualize your own 
story. 
Box 9809, ADVERTISING AGE 
330 W. 42nd St., , New York 18, 2 N. _¥. 


REPRESENTATIVES ‘AVAILABLE 
Line Wanted—Established and success- 
ful representative wants one outstand- 
ing advertising item to go along with 
his line of metal signs in Chicago area. 
Cc. H. Callies, 20 E. Jackson Blvd., 


Chicago 4, Ill. 
MISCELLANEOU Ss 


MAGAZINE FOR SALE 
serving quality market. Operating profit- 
ably. Large backlog of advertising con- 
tracts. Very well received by advertising 
agencies and readers. Excellent future for 
expansion. 
Box 9797, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Expands Wine Program 

The Wine Growers Guild, Lodi, 
Cal., will increase its fall advertis- 
ing with color ads in Life and spot 
radio and’ newspaper insertions in 
selected markets. Television spots 
will be used in New York, Chicago, 
Los Angeles and San Francisco, 
and outdoor posters will appear 
throughout the country. Honig- 
Cooper Co., San Francisco, is the 
agency. 


Yaple Joins WHKK Sales 

Ray Yaple, formerly with In- 
dustrial Publishing Co., has joined 
the sales department of Station 
WHKK, Akron. 


Gets Hotel Account 

Hotel Sinton, Cincinnati, has 
named Keelor & Stites Co., Cincin- 
nati, to direct its advertising and 
public relations. 


TO THE PUBLISHER INTERESTED IN A TOP NOTCH ADVERTISING 
SELLING ORGANIZATION IN THE MIDDLEWEST 


A publishers’ representative organization with a successful advertising 
sales record—and a selling organization of four top-notch advertising 
salesmen—who have the best advertising and agency contacts—with 
headquarters in Chicago and now selling in the territory west of Pitts- 
burgh to Denver, and the Twin Cities to Dallas—are now interested in 
talking with one good publisher of a general or trade publication who 
wants to build real advertising revenue in this territory. 


We are only interested in a publication that is well financed—has an 
aggressive editorial policy—good circulation—and can be mutually profit- 
able for publisher and sales organization on a long term basis. 


We are not interested in any short term, speculative publication ventures. 


Box 7167 Advertising Age 
100 East Ohio Street 


Chicago 11, Illinois 
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Western Stove Co. 
Boosts Ads, Buys 
Southwestern Plant 


Los ANGELES—Western Stove 
Co. is introducing the new custon 
design features of its Western- 
Holly Continental line of ga: 
ranges to the public this mont! 
with an intensive advertising pro- 
gram. 

The campaign will include in 
sertions in Good Housekeeping anc 
Western Family, and concentratex 
local newspapers, outdoor am 
point-of-purchase support. Sep 
tember, October, November and 
December issues of Good House 
keeping will carry two-thirds page 
ads facing similar space used by 
the American Gas Association. 
The same space will be used in 
Western Family for the next six 
months. 

Currently, the company has only 
pilot national distribution. In the 
Midwest and East, outlets are 
limited to department stores carry- 
ing a deluxe model selling in the 
neighborhood of $800. Because of 
this, co-op newspaper and out- 
door space will be confined to 
principal cities in the Far West, 
Southwest, Southeast and South. 

Intensity of regional campaigns 
will be governed by local competi- 
tive situations. Dealers will be 
furnished with point-of-purchase 
material, product folders, stuffers 
and newspaper mats. Following 
preliminary local tests, greatest 
emphasis will be laid upon point- 
of-purchase material. 

A principal limitation on dis- 
tribution has been the price 
differential due to freight rates 
arising from the company’s geo- 
graphical location. A _ plant in 
Texas was purchased recently 
permit trucking stoves to shipping 
points in the Midwest, thus cutting 
shipping costs. 


® One of the objectives of ths 
new line aims at reducing cos 
competition. It consists of thre 
basic ranges with the custon! 
design feature which makes pos 
sible 104 different delivered 
models. By restricting these mode! 
to basic features, it has bee 
possible to reduce base price by 
$50 to $75. 
Models include a four-burne 
divided-top range, a four-in-liné 
burner arrangement with fron 
work space, and a six-burner range 
The four-burner divided-top mode 
is equipped with a high barbecué 
broil oven, 18-inch baking oven 
low broiler and fully automati 
controls. To the latter design ma! 
be added a concealed griddle, aut: 
matic cooking clock, Telechro! 
signal ¢lock, oven windows an 
lights—singly or in combinations 
The two other models are availab! 
with the same choice of feature 
except the griddle. 

Advertising and Sales Consul! 
ants Agency handles the accoun 


Plans Wholesale Mart 


The manufacturers and whol 
salers division of the Columb 
Chamber of Commerce, Columb! 
O., will sponsor its first whol«sa 
merchandise mart, March 21-23, 
the Deshler-Wallick Hotel. 


SPACE REPRESENTATIV® 


Leading business paper publisher 
has opening for young man /a- 
miliar with New York City, Ea-t- 
ern Pennsylvania and New Jersy 
territory. Excellent opportuni y. 
Our organization knows of t 1s 
advertisement. Write fully. 


Box 17178, ADVERTISING AGE 
330 W. 42nd St., New York 18, BY. 


PRODUCTION PROBLEMS SOLV: 


Top-flight mail-order man with 16 yeo 
perience in advertising production offers 
plete service to advertisers—manuscri 
printed piece. Specialist in type v 
markup, typesetting, engraving and pri ‘i? 
For top quality work at guaranteed so 
write today to: 

Box 7180, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, III. 
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Future Demands 
Creative Sales, 
Lumbermen Told 


Cuicaco—Creative selling in the 
nation’s lumber yards can boom 
sales in the years ahead, and 
American Lumberman & Building 
Products Merchandiser has set out 
to abet that goal with a new book 
for use of the retailer’s sales staff. 

Arthur A. Hood, editor of the 
publication, warns in an introduc- 
tion to the volume, “Creative Sell- 
ing to Building Products Consum- 
ers,” that the giant industry is in 
for bad days unless more dealers 
train their men for successful 
sales. 

Consumers’ postwar needs have 
kept the industry operating at a 
good profit, he says, but “the signs 
indicate, however, that history will 
repeat itself and that the abnormal 
self-generated consumer demand 
will soon be satisfied and the light 
construction industry will again 
face a progressive loss of con- 
sumer volume to more creative 
selling industries.” 

Retail employes of the industry, 
Mr. Hood insists, must acquire the 
knowledge, cultivate the person- 
ality and secure the equipment of 
the creative salesman. “Then, and 
then only, will they measure up to 
the challenge and opportunity and 
reap the rewards of accomplish- 
ment.” 


= The book includes a series of 26 
lessons in consumer selling, from 
“Sizing Up Your Sales Opportuni- 
ties” to “A Personal Check for the 
Creative Salesman”; a definition 
of creative selling and personal 
analysis chart; and a section on 
“The Work of the Building Pro- 
ducts Salesman,” providing a 
complete job analysis for training, 
compiled by Jacob G. Smuts, gen- 
eral manager of Pre-Fab Indus- 
tries, a division of the South Bend 
Lumber Co., South Bend, Ind. 

The series of 26 lessons, each ac- 
companied by a quiz, covers the 
actual techniques and know-how 
of salesmanship for both outside 
salesmen and _ over-the-counter 
personnel in the lumber yards. 
American Lumberman estimates 
that there are now nearly 200,000 
salesmen contacting customers in 
the retail yards. A smaller, but 
potent, readership is being stimu- 
lated by manufacturer and whole- 
sale sales managers who are sup- 
plying their field organizations 
with the book. 

An encouraging sign, the vol- 
ume points out, is that advertising 


Look 


in the basic source 


OF MARKET INFORMATION 


*Industrial Marketing's 
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INDUSTRIAL MARKET DATA BOOK 
— 


and sales promotion expenditures 
are more intelligently directed now 
than they were, on the average, 
in past years. “The era of institu- 
tional lumber yard advertising is 
disappearing,” it says. “Copy now 
features products, services and 
prices and is slanted to create im- 
mediate desire on the part of the 
consumer.” 


s Salesmen are urged to capitalize 
on the power in good advertising 
and sales promotion by forming 
these habits: (1) get proofs or 
copies of all newspaper ads and 
direct mail pieces the company 
uses, view its outdoor ads and lis- 
ten to its radio programs; (2) study 
national consumer advertising of 
manufacturers whose products it 
sells; (3) suggest advertising ideas 
to the management; (4) tie in with 
a particularly effective ad by send- 
ing a copy and a brief note to 
prospects; (5) also write or ‘phone 
these prospects when the store 
sets up an unusual display; and 


(6) call particular attention of 
good customers and prospects to 
items offered on any bargain list 
of over-stocks. 

The publication, with offices at 
139 N. Clark St., Chicago 2, is sell- 
ing paper-bound copies of the 104- 
page book at $1.50. 


High Named Prima A. M. 


Robert W. High has been ap- 
pointed advertising and public re- 
lations manager of Prima, Inc., 
Columbus, O., manufacturer of 
Ballerinas by Prima and other 
women’s shoes. He was formerly 
with Wheeler-Kight & Gainey, 
Columbus, as account executive 
on the Prima account. 


Nevin Appointed A. M. 


William J. Nevin, formerly a 
vice-president of Dorville Corp., 
has been appointed advertising 
manager and executive assistant 
to A. H. Mohrhusen, general mer- 
chandising manager of Devoe & 
Raynolds Co., New York, paint 
manufacturer. 


Chesterfield Sponsors 
Football Telecasts 


Liggett & Myers Tobacco Co., 
New York, will carry telecasts of 
the home games of the Columbia 
University football team and a 12- 
game professional gridiron sched- 
ule this fall. Newell-Emmett Co. 
is the agency. 

The Columbia games will be 


broadcast over the CBS television | * 


network. WJZ-TV, ABC’s key sta- 
tion, will carry the professional 
clashes. A weekly quarter-hour 
sports commentary over WJZ also 
has been added to Chesterfield’s 
radio lineup. 


Ad Fraternity Joins AFA 


Alpha Delta Sigma, national 
professional advertising fraternity, 
has become affiliated with the Ad- 
vertising Federation of America. 
Professor Donald W. Davis of Penn 
State College, president of the fra- 
ternity, automatically becomes a 
member of the board of directors 
of the AFA. 


NEW JERSEY'S FOURTH LARGEST MARKET 


Bayonne 
CANNOT BE SOLD 
FROM THE OUTSIDE 


99.2% of ALL the RETAIL 


That's w 
ADVERTISERS in Bayonne use 
BAYONNE TIMES EXCLUSIVELY ... 
There just is no competition in this * « 
wealthy market. . . . No other per or 
combination of papers can sell yonne 
—93% Home Delivered. 


Send for the TIMES Market Data Book 


THE BAYONNE TIMES” 


NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
295 Madison Ave., W.Y. + 228 N. LaSalle St., Chicage . 


For further information, call your local telephone business office 


the 
yellow 


a the telephone user 


The ‘yellow pages’ (classified section) of the telephone 


= — 


directory are a convenient and time-saving source of 
buying information for the telephone user. They quickly 
and easily point out which dealers in the community are 
ready to serve her needs and wants... for advertised 


products or services. 


.-- the local business man 


The ‘yellow pages’ offer the local business man an effec- 
tive means to tell his community what nationally adver- 
tised products and services he sells. They help direct the 
telephone user right to his door. The Classified is an eco- 
nomical way for him to reach potential buyers. 


ee and the national advertiser 


The ‘yellow pages’ make it easy for the national advertiser to direct 
the telephone user to the local outlet who handles his products. By 
displaying his trade-mark or brand name over a list of local dealers 
in directories covering his markets, prospects are readily directed to 


his dealers in their community. 


or see the latest issue of Standard Rate & Data. 
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Pitfalls of Exhibit 
Handling Explained 


New York—Specific advantages 
and pitfalls of the exhibit method 
are made clear to the potential 

user in the latest “how-to-do-it” 
manual published by the National 
Publicity Council for Health and 
Welfare Services. 
| The 32-page booklet offers 
| valuable advice to the non-profes- 
sional exhibitor in other fields 
as well, since it is aimed at saving 
| time, money and waste motion 
| for those who consider using store 
| windows, booths, waiting or meet- 
' ing rooms as part of their infor- 
mation programs. 
| “Face the facts first,” exhibitors 
are urged, and they are cautioned 
to add the debit and credit col- 
umns before deciding whether to 
| go ahead with plans. If they go 
| ahead, users are offered an analy- 
| ssis of such display techniques as 
the use of photographs, live 
demonstrations, objects, audience 
participation devices, etc. Basic 
principles are stressed, including 
clarity, simplicity, use of strong 
lines, bright colors and an atten- 
tion-getting admonition: “Most 
exhibits suffer from an overdose 
mm.. of elements—too many figures, too 
[a many facts, too many colors, too 
Se much copy.” 
The manual, written by Janet 
Lane and Beatrice K. Tolleris, in- 
|| ‘cludes 12 illustrations of successful 
| exhibits sponsored by health and 
welfare agencies. “Planning Your 
, Exhibit” is sold at $1 per copy 
by the council, a non-profit mem- 
» bership corporation which serves 
health, welfare and civic agencies 
* in the U. S. and Canada. Its head- 
quarters are at 130 E. 22nd St., 


New York 10. 
Gets Root Beer Account 
rc Rogers & Smith, Chicago, has 
mam. been appointed to handle the ad- 


vertising of Mason & Mason, Inc., 
| Chicago, maker of root beer. 
. Newspapers, radio, posters and 

point-of-sale material will be 
»' used. A test campaign is being 
1 launched in three cities, to be 

followed by a national drive. 


WXYZ-TV Names Pival 

John Pival, producer-director of 
Station WXYZ, Detroit, for the 
past three years, has been named 
manager of television program- 
ming of WXYZ-TV, which will 
begin operations Oct. 9. 


— 96% daily in this 
market of 364,601 families 
= 97% on Sunday — makes the 


AND THE 8 COUNTIES 


Western New York's Only 
Morning and Sunday Newspaper 


Representatives: 
OSBORN, SCOLARO, MEEKER & CO. 


Names MacDonald-Cook 


MacDonald-Cook Co., South 
Bend office, has been named to 
handle the advertising of Pan 
American Band Instruments and 
Ludwig & Ludwig, manufacturer 
of drums and drummers’ accesso- 
ries. Both are divisions of C. G. 
Conn Ltd., Elkhart, Ind. 


Williams Joins Campaigns 

Will Williams Jr., formerly pub- 
lic relations director of the San 
Francisco Chamber of Comme 
has joined the production staff o 
Campaigns, Inc., San Francisco. 


Holt Establishes Own 
Pen and Pencil Firm 


George C. Holt, formerly vice- 
president and general sales man- 
ager of W. A. Sheaffer Pen Co., Ft. 
Madison, Ia., has established a new 
pen and pencil manufacturing bus- 
iness, George C. Holt, Inc., in Prov- 
idence, R. I. The entire business 
of Mays Associates, Providence, 
has been acquired and that line of 
writing instruments is being con- 
tinued. 

A new line of pens and pencils 


developed by Mr. Holt will be 
added and sold nationally through 
stationery stores. Goldsmith Bros., 
Providence, R. I., has been named 
to handle the advertising. Since 
the new line will not be ready for 
fall promotion, Mr. Holt expects 
advertising to start early in 1949 
when the spring lines will be ready. 


Struhsacker Named 
by N. Y. Representatives 


Gene Struhsacker, eastern man- 
ager for the Chicago Tribune, has 
taken over as chairman of the new 
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business committee of the New 
York chapter of the American 
Newspaper Representatives Asso- 
ciation. 

Mr. Struhsacker will develop a 
program to interest additional na- 
tional advertisers in the newspaper 
medium. 


WABD Appoints Passman 

Roy Passman has been named 
assistant to Leonard Hole, general 
manager of WABD, DuMont’s New 
York station. He formerly was 
program and operations manager 
of WOL, Washington. 
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w Offers Directory Listings 

d The Business Information Bu- 
reau, Cleveland Public Library, 

a has published a revised edition of 
its “Business Information Sources,” 

a which lists directories of manufac- 

= turers by states and regions. Copies 
are available at 10¢ each. 

+d Sherman Names Griffith 

al L. D. Griffith, former operations 

_ manager of Helicopter Air Service, 

Sky Harbor, has been ap- 

or pointed director of television re- 


search for Sherman & Marquette, 
Chicago. 


Quaker Uses TV for Rodeo 


Quaker Oats Co. will sponsor a 
2%4-hour television broadcast over 
WGN-TV of the Roy Rogers 
World’s Championship Rodeo Oct. 
8 in the Chicago Stadium. Quick 
Quaker Oats and Mother’s Oats are 
the products. Sherman & Mar- 
quette, Chicago, is the agency. 


Blum to Deutsch & Shea 


Maximo Blum & Bros., New 
York and Caracas, manufacturer 
of Amida watches, has appointed 
Deutsch & Shea, New York, to 
handle its advertising. 


Wine in ‘Junior 
Jugs’ to Compete 
with Soft Drinks 


New YorK — Bisceglia Bros. 
Corp. hopes to lure away a part 
of the huge soft drink market 
with a new “junior jug” of table 
wine retailing at 25¢. 

The miniatures of the familiar 
gallon jug, holding slightly more 
than 12 ounces, were developed by 
Bruno Bisceglia, president of the 


company, for sale in stores and 
restaurants where they can com- 
pete on better terms with pop- 
ularly priced beverages. 

Backed by newspaper and spot 
radio advertising, the “junior jugs” 
were introduced to consumers Sept. 
14 in New York, New Jersey, Con- 
necticut and Ohio, and the new 
merchandising plan will be ex- 
panded later to other territories. 

The small-size jugs of Burgundy 
and Sauterne wines will be packed 
for the trade in cases of 36. If they 
sell as well as Bisceglia believes 


1. 
2. 
3. 


... ten distinctive 


Best coverage buy 


4. Quality circulation 


5. 
6. 
7. 
8. 
9. 

10. 


only 


Reader confidence 


advantages 


Largest rural publisher in America 


Richest farm market in the world 


No mass small-town circulation 


Farm-tested editorial material 


Merchandised editorial content 
Market dominated by farmers 


Most quoted farm magazine 


Topeka, Kansas 


they will the company plans to set 
up local bottling plants—like the: 
soft drink makers—to cut hand- 
ling and transportation costs. 
The miniature jugs offer the same 
Paradise brand that Bisceglia has 
marketed in standard bottles and 
large-size jugs. The company also" | 
produces sweet wines. 

St. Georges & Keyes handles the 
account. 


Klein Joins Stuart Sande 


Jules L. Klein, formerly account 
executive of Modern Merchandis- 
ing Bureau, Inc., New York, has 
joined Stuart Sande Advertising, 
Ashley Falls, Mass. He will han-‘ 
dle accounts in the New York 
and Rhiladelphia areas in addition 
to developing business in News , 
England. 


Plans Fish’n Chips Drive 


Hamilton Foods, Inc., Chicago, is , 
promoting its new product, Fish’n 
Chips, using newspapers, posters _ 
and point-of-sale material. Kutt-, 
ner & Kuttner, Chicago, is the. 


when he has fin- 
ished reading it, 
the BULLETIN is * 
snatched away | 
by his buyers, © 
meat men, display 
men, and other 
clerks. Latest sur- , 
veys show that 4.1 
store people read 
¢ each National 


* Grocers Bulletin! 


| 
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_Cresta Blanca to McCann 

CVA Corp., division of Schenley 
Distillers, has switched its Cresta 
Blanca wine account from Biow 
Co. to the San Francisco office of 
McCann-Erickson, Inc. The Biow 
'. agency will continue to handle the 
| Roma and La Boheme accounts. 


MAGIC WORDS 


That Sell by Mail 


ia ww te work for you certain 
mexim 


Mississippi Daily 
Launches Weekly 
Page for Negroes 


LauREL, Miss.—The Laurel Lea- 
der-Call has inaugurated what it 
believes is the first Negro page to 
become a regular weekly feature 
of a newspaper located this far in 
the “deep South.” 

The paper has signed 28 adver- 
tisers to six-month contracts, un- 
der which they will spend $1,200 
for ‘space on the special page. Ads 
will vary in size from one column 
inch to the 10” display of the local 
Negro theater. Negroes represent 
44% of the total population of 


CHURCH PROPERTY 


ADMINISTRATION | 


the community, and the weekly 
feature will carry a variety of 
news of special interest to this 
group. 

Clyde H. Duncan, with the 
Leader-Call’s advertising staff, 
handled promotion of the page, 
which was launched with the 
Sept. 4 issue. It is to be edited by 
Mrs. Hattie V. J. McInnis, a tea- 
cher in the local Negro schools. 


Sable Bros. to Fellman 


Leonard F. Fellman & Associates 
Philadelphia, has been named to 
handle the advertising of Sable 
Bros., New York, maker of Babs 
hats for girls. Radio, trade publi- 
cations and magazines will be 
used. 


Changes to a Quarterly 

Pacific Pathways, Los Angeles, 
has changed from a monthly to a 
quarterly with a guaranteed in- 
creased circulation of 60,000. The 
publication has launched an out- 
door campaign which will cover 


southern California. 


Shy! 


When our 71/2 million walk into a store, there's 
an invisible label on some of the beans . . . the brand 
they’ve been hearing about on WSM. That's the brand 
in their minds. That’s the brand they ask for and buy. 

Because our people listen to WSM commercials with spe- 
cial confidence, born of 23 years of sincere broadcasting 

| . «+ 23 years in which their radio station has never once 
let them down. 

: This invisible label — this hard-earned stamp of ap- 

proval — can mean more business for you in the South. 


NASHVILLE & 


HARRY STONE, Gen. Mgr. + IRVING WAUGH, Com. Mgr. * EDWARD PETRY & CO., National Rep. 
; $0,000 WATTS + CLEAR CHANNEL + 650 KILOCYCLES + NBC AFFILIATE 
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The Creative Corner 


On a jaunt, recently, through the East, your correspondent 
ran smack into the introduction of a new cigaret— 
Lorillard’s king-size Embassy. He had the opportunity to see 
not only the newspaper advertising, but some of the pro- 
motion material. 

The latter—unlike that of Brown & Williamson’s Life— 
was definitely in the cigar-store-Indian tradition. It looked 
like cigaret promotion. The advertising, however, seemed 
about 72 claims behind the times: “A cleaner, cooler smoke 
for a cleaner, cooler throat.” 

This is not meant as a reflection on the agency or on the 
creative men saddled with introducing this new number. 
It is meant, rather, as a comment on the plight in which any 
agency must find itself when given a new cigaret to hawk. 
So much has been claimed over the years in cigaret adver- 
tising that unless you can guarantee that your particular 


“Tts cleaner, cooler smoke 
means a cleaner, cooler throat 


BRAND SEW EMBASSY, pet the 
quack bit. .2 brand the wopersture of femal pol + 


cigaret won’t cause mouth cancer, you seem to stand little 
chanceof permeating that nowcalloused part of the consum- 
er’s mind reserved for the appraisal of cigaret benefits. 
Aesop, of course (the original, not Glim), beat the Corner 
to this observation when he related the story of the boy 
who cried wolf. : 

The Corner does shake its head over such statements as 
“Everybody’s finding out” and “brand new Embassy is a 
quick hit.” Having just been introduced, how could “every- 
body” be finding out? And just how much of a “hit” can the 
new Embassy be at this stage? Naturally these statements 
are made to imply acceptance—broad acceptance—accept- 
ance, in fact, that doesn’t yet exist. It is not that the adver- 
tiser or the agency means to be untruthful or misleading. It 
is,rather,a fault that seems to plague the advertising profes- 
sion in general—the tendency to “write advertising” rather 
than to talk to the consumer and get a message across to 
him in clear, simple, believable terms. 

In the Corner’s opinion, if the people charged with pro- 
moting Embassy relied solely on getting across the quality 
and the advantages it has to offer, rather than digging into 
their bag of tricks for various formulas, the result might 
be more successful because of more credible advertising— 
provided, of course, that Embassy has any advantages to 
offer. 


YOU COULD LOSE US in acorner of Compton’s. Our bill- 
ings are birdseed alongside of BBD&O’s . . . yet 
we are one of the BIG agencies in this business. 


BIG IN POINT-OF-VIEW. Big in personal service. Big in 
creative talent. Big in dollar value ... in terms 
of what you get for each 15 cents of commission 
we get. 

WE'RE A YOUNG AGENCY—/or businessmen with young 
ideas. If that’s you . . . write for our new folder, 
“15 CENTS”. That’s the title, it’s free. 


ROYAL & DE GUZMAN Hebitng 


452 Fifth Avenue, New York 18, N.Y. * CHickering 4-0140 
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Elna to Introduce 
Swiss Machine 
in N. Y. Dailies 


New York—American sewing 
nachine manufacturers have a 
Swiss competitor whose product 
s sold through the Elna Corp. 
nere, exclusive distributor. 

Last Aug. 16, the Elna portable 
sewing machine, manufactured by 
the Tavaro Works in Geneva, was 
put on display in a swank, hand- 
somely decorated Madison Ave. 
shop without any advertising or 
other announcements. 

In this shop, visitors are given 
demonstrations and may purchase 
the machine for $179, including 
all attachments. In October, Elna 
will begin a campaign in leading 
New York newspapers through 
Kelly, Nason, Inc., newly appointed 
agency. 

The principal feature of the ma- 
chine, which weighs 22 lbs., in- 
cluding case, is a free arm, which 
enables the sewer to darn socks 
and stockings. The machine has 
knee control, and the case may be 
converted into a work table. 

Unlike some American machines, 
which are not available for im- 
mediate delivery, there is no wait- 
ing list for the Elna machines. 

The Elna, first manufactured 
seven years ago, is well known 
in Canada, Mexico, South America 
and Europe. Elna Corp. plans to 
distribute the machine in other 
U. S. cities during this winter. 


Ford Motor Assets 
Top Billion Mark 


Detroit—For the second time in 
its history, Ford Motor Co. has an 
asset valuation in excess of $1 
billion, according to a _ balance 
sheet filed for 1947 with the Mas- 
sachusetts Tax Commissioner. On 
Dec. 31, 1947, the company listed 
assets at $1,025,733,000. In 1943 it 
reported $1,009,092,488. 

The family-held corporation is- 
sues no annual report, keeps its 
financial secrets buttoned up tight, 
and only the fact that Massa- 
chusetts requires statements from 
companies operating within the 
state permits a fleeting glimpse 
into Ford’s financial workings. 

No direct inference can be made 
from the figures about profits of 
the company, but total surplus for 
1947 was $732,019,000, a gain of 
more than $49,000,000 from the 
surplus of $683,162,000 reported at 
the end of 1946. At the end of 
1943, the surplus was $669,102,290. 


Libbey Glass Names Four 
in Sales Department 


Libbey Glass Co., Toledo, has 
made the following appointments 
in the sales departments: Donald 
T. Paige, a member of the New 
York sales staff since 1945, has 
been named manager of the com- 
pany’s Dallas branch. Melvin B. 
Lee of the Philadelphia sales office 
teplaces Mr. Paige in New York. 
George A. Currie of the service 
‘epartment replaces Mr. Lee in 
‘he Philadelphia office. John Van 
Vertloo, for the past two years 
'epresenting glassware companies 
in the Midwest, has joined the 
hicago sales office. 


of C Issues Booklet 


The United States Associates— 
Lnternational Chamber of Com- 
merce, New York, has prepared a 
booklet, “American Businessman 
enc International Commercial Ar- 
itration,” which shows the Amer- 
ar foreign trader why and how 
Erb tration clauses would be in- 
‘uced in all foreign trade con- 
tacts. The booklet is available at 
¢ a copy. 


fendershot Joins Art Firm 


Norman Hendershot, formerly 
ith Batten, Barton, Durstine & 
‘born and Time, New York, has 
Ken appointed vice-president in 
large of sales of Sudler & Hen- 


Directory Revised 

Lockwood’s Directory of the 
Paper and Allied Trades, New 
York, has been revised and brought 
up to date. The directory will be 
out Nov. 30 and will sell for $9 
a copy if ordered before Nov. 30 
and $10 a copy after publication 
date. It is published in two edi- 
tions—the complete regular edi- 
tion and the special pocket-size 
‘raveler’s edition which contains 
only the paper and pulp mill sec- 
tion, the index to the mills and 
the list of mill officials. The trav- 
eler’s edition will be available at 
the same prices as the regular 
edition. 


Weinberg Transferred 


Deane Weinberg, account execu- 
tive in the San Francisco office of 


Brisacher, Van Norden & Staff, has 
been named manager of the agen- 
cy’s new Seattle office in the Smith 
Tower. 


SSC&B Appoints Dowell 


Julian Dowell, formerly with 
Kenyon & Eckhardt and Sherman 
& Marquette, New York, has been 
appointed art director of Sullivan, 
Stauffer, Colwell & Bayles, New 
York. 


‘Esquire’ Appoints Carswell 


J. Stuart Carswell, for the past 
two years associated with Conde 
Nast as a sales representative for 
Glamour, has been appointed to 
the eastern sales staff of Esquire, 
New York. 


outsells all others 
on its own product 


. more people in the Fort Wayne area buy The 
News-Sentinel every weekday than buy any other news- 
paper. It by far outsells all competition on its own 
product. It can—and does—outsell other papers in 
selling other products. 

Write for new 1948 Market Map 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 


ALLEN - KLAPP CO. e NEW YORK — CHICAGO — DETROIT 


“sey, New York, advertising art. 


You can’t lose 


in a one-horse race 


Guess our pride is showing . . . but these 
are the facts... 


Better than 4 out of 5 Newsweek readers 
are leaders in business, industry, and the 
professions . . . by far the greatest concen- 
tration of any general magazine ... at the 
lowest cost per thousand. 


Even more important, the average an- 
nual income of Newsweek families puts 
them in the top 4% of the nation. 


Newsweek selects this top-flight audi- 


ence with 


an editorial technique un- 


matched, unattempted, in the publishing 
world. A technique that goes far beyond 
mere reporting of the news. 


For, among other features, it gives you 
the signed opinions of such unbiased ex- 
pert analysts as Raymond Moley on poli- 
tics, Ernest K. Lindley on national affairs, 


Joseph B. Phillips on foreign affairs, Henry 
Hazlitt on business and finance, General 
Carl A. Spaatz on the military scene. Ex- 
perts who, week after week, give the back- 
ground, the present, the all-important future 
developments, of the vital news of the day. 

Yes, for the alert advertiser, in all truth 
it's a one-horse race where Newsweek is 
concerned. 


THE MAGAZINE 
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Wealth of Data on Soft 
Goods Selling Readied 


Dept. of Agriculture 
Gets Many Reports on 
Consumer Preferences 


WASHINGTON—Now that the Re- 
search and Marketing Act of 1946 
is in full operation, the Depart- 
ment of Agriculture will soon be 
a fountainhead for data on con- 
sumer preferences for a wide 
variety of nondurable goods. 

Instructed by Congress to find 
broader markets for the products 
of the farm, the department has 
enlisted state and private organi- 
zations in carrying out preference 
tests covering major food and 
fabric groups. 


Food stores have been used 
during the past year to collect 
an exhaustive file of information 
on the merchandising of potatoes. 
Other preference studies currently 
under way will record the con- 
sumer’s attitude toward citrus 
fruits, peaches, tomatoes, frozen 
food lockers, dairy products, cut- 
up turkey, wool and _ tobacco, 
among others. 

Originally passed to give the 
farmer the market research tools 
used successfully by business, the 
Research and Marketing Act of 
1946 has rapidly taken on sig- 
nificance to processors, whole- 


salers and retailers, too. 
Besides the ‘studies of consumer 


preferences, of obvious signifi- 
cance to all segments of the dis- 
tribution system, the act author- 
izes projects which will provide a 
fund of information on costs and 
margins, including the factors 
which determine the share of the 
consumer food and clothing dollar 
retained by various segments of 
the distribution system. 

While the consumer preference 
studies are designed to broaden 
the market for new or existing 
products, the cost and margin 
studies will point the way toward 
marketing reforms of far reaching 
significance. 

Among them are transportation 
studies, designed to reduce costs 
and eliminate delays which iimit 
the marketing possibilities of vir- 
tually all farm products. One of 
this year’s studies is devoted to 
truck operation, with the emphasis 
on the comparative cost of com- 
mon, contract and private truck- 
ing. 


Should Know What 


CORPORATION 
Can Do 


Equipment and Organization is unusual — Operation is Day and Night. 
Printing Counsel is given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATIONS 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 
Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


and COP 


because of up-to-date equipment and best workmen. 


Proper Zuality 
Zuich 
Right Price 


Ef ae is a large volume of the kind of printing Printing Products 
Corporation is best equipped and organized to produce, so if in 
doubt, it is best to write or phone what is wanted and information will 
be promptly given. 
Here is complete equipment and organization to handle all or any part 
of printing orders in which we specialize—from ILLUSTRATIONS 
to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt 7 


Business methods and financial standing .are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 
Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 
Products Corporation and associates over $1,000,000 highest standing. 


cuts and copy until delivered. 


; because of automatic machinery and day and night operation. 


Clean 


Good 


printing 


because of superior facilities and efficient management. 
A precy. connection with a large, reliable printing establishment 
wil 
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save much anxiety regarding attentive service, 
quality and delivery. 


we ARE STRONG ON OUR spect 


THE FORMER ROGERS AND HALL CO. 


PRINTER SPECIALISTS 
Artists - Engravers - Electrotypers 
Telephone Wabash 3380—tLocal and Long Distance 


Polk and La Salle Streets, Chicago 5, illinois 


ae 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall 
Company plant) 


New Display Type 
for all printing orders. 


Monotype and Ludlow 
typesetting. 
All Standard Faces 


of type and special — 
faces, if desired. 


Facilities for Binding 


as fast as the presses 
print. 


Mailing and Delivery 


service as fast as 
copies are completed. 


A SAVING is 
in shipping or mailing when 


the great central market and 
distributing point. 
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is done in Chicago, 
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Controlled by the Agricultural 
Research Administration, under 
the Secretary of Agriculture, the 
program rests heavily on the 
recommendations of a national ad- 
visory committee, and a network 
of about 20 committees represent- 
ing important commodity groups. 


a Though it was originally set up 
as a five-year program, nearly a 
year was lost working the ad- 
ministrative machinery into shape. 
During the present year, about 
$10,000,000 has been parceled out 
to state, private, and federal re- 
search organizations, for field 
work and reports. 

Many of the consumer prefer- 
ence studies, carried out for the 
department by the Bureau of Ag- 
ricultural Economics, are designed 
to point up the possibilities for 
new products, and the problems 
involved in getting them onto the 
market. 

One of the first projects along 
these lines has been carried out in 
cooperation with the Alabama 
Agricultural Experiment Station. 
It is designed to find new outlets 
for sweet potato products. The 
final report will show the possible 
channels of distribution for new 
sweet potato products, and the 
probable consumer acceptance for 
new products, in relation to com- 
peting products already available. 


# Another BAE project, in co- 
operation with Harvard University 
and the University of Chicago, 
attempts to evaluate the respon- 
siveness of marketing agencies to 
supply and demand _ situations. 
Nearly a dozen reports are ex- 
pected from this project, including 
reports covering “Grade and in- 
formative labeling of textiles in 
New England Markets,” “Con- 
sumer demand for food in New 
England cities,” “Effects of fluc- 
tuations in national income, em- 
ployment and prices (includin; 
wages) upon marketing costs an 
margins.” 

The nationwide study of potat 
merchandising, a pioneer fo! 
studies of other commodities, re 
corded consumer preference as t 
quality, size, cooking characteris- 
tics and size of purchase. 

In New York, Chicago, Phila- 
delphia and Boston, retail store: 
were sampled to collect informa 
tion on the size, quality and type: 
of defects of potatoes in stores 
methods of selling, quantities sold 
and prices paid and received, In 
formation was tabulated by vari 
ety, state of origin, type of store 
income area and other categories 


= Controlled experiments in re 
tail stores were conducted in Chi 
cago, Denver and Los Angeles s 
that size and price relationshi 
could be checked. Experiment: 
lots were placed in several storé 
to point up price differentials ¢ 


which various sizes could 
moved. 
Consumers were asked ho 


often they served potatoes am 
how many the family consuneé 
Special surveys covering 
and restaurant buyers were maé 
in New Orleans and Cincinna! 

Additional studies relatin; 
size, packaging, quality and pri 
relationships are scheduled durif 
the present yeer. 

Special personnel were 
-tioned in chain and independeé! 
retail grocery stores in Louisvi! 
for nearly two months last spr 
during a special study of cil! 
fruit consumption being conduct 
by BAE in cooperation with © 
state agricultural experiment £! 
tion. 

Together with additional stud 
in rural Nelson County, Ky. 
project is expected to show ' 
kinds of citrus fruits used; reas® 
for use and non-use; anc ' 
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price, quality and size factors 
which influence their purchase. 

The Louisville tests will also in- 
dicate costs and markup for fresh 
and processed fruits, together with 
a full picture of spoilage, trans- 
portation, warehousing and general 
overhead considerations. 


a Farm Credit Administration 
and the Colorado State Agriculture 
Experiment Station have joined 
BAE in tests at certain Minnc- 
apolis food stores recording con- 
sumer reaction to various lots of 
Colorado peaches shipped at dif- 
ferent degrees of maturity. ; 

Other studies in Salt Lake City 
and Idaho Falls provide additional 
information about consumer ac- 
ceptance of fresh and processed 
peaches, and the volume used, by 
income group. Studies have been 
made in cooperation with the state 
experiment stations to obtain 
more information on the economic 
factors influencing the possible 
expansion of the market for wes- 
tern peaches. 

Similar studies, covering apples, 
will be made in cooperation with 
the Illinois, Michigan, Missouri, 
Ohio and Wisconsin State agricul- 
tural experiment stations during 
this year. 

One of the livestock and meat 
projects in the north central states 
seeks to determine how the use of 
frozen-food lockers and home 
freezers affects the distribution of 
meat and meat products. During 
the present fiscal year, studies 
will be conducted to record the 
portions of the consumer’s meat 
dollar which go for such broad 
functions as slaughtering, whole- 
saleing and retailing. f 


ws Like livestock, poultry and 
dairy projects have been set up on 
a regional basis. One project, de- 
voted to the possibility of a wider 
market for western turkeys, seeks 
to establish the most promising 
method of merchandising turkey 
segments, in terms of packaging, 
ways of cutting and merchandising 
practices, 

A number of projects deal with 
fats and oils. Tables covering 
prices, uses, consumption and pro- 
duction of peanuts, oleomargarine, 
lard and shortening have been 
prepared. Special reports are in 
preparation on the competition be- 
tween peanuts and other commod- 
ities in confectionery and nut 
salting, and between peanut butter 
and other spreads. 

Extensive cost studies are under 
way for various grains, and for 
textile, tobacco and non-food pro- 
ducts. A special project for cotton 
relates price and supply to the 
comparative prices of synthetic 
fibers. A wool study analyzes na- 
tional wool requirements. 

Research is in progress to meas- 
ure factors affecting demand for 
tobacco products, particularly in 
terms of leaf consumption. 


‘Shopping With Nancy’ 
Now in ‘Chicago Tribune’ 


“Shopping with Nancy,” Chi- 
cago retailer advertising service 
Which was a part of the Downtown 
Shopping News until that publica- 
tion suspended operations early 
this year, made its first appearance 
in the Chicago Tribune Sept. 20 
aid will appear once a week. 

Dorothy Wickens and Patricia 
Sirie, who directed the service for 
tie Shopping News, established of- 
fies at 39 S. State St., when the 
Shopping News suspended, and 
continued their service in the Chi- 
cago Sun-Times. 


American Airlines Ups 3 


Walter Sternberg, general sales 
nunager, and C. R. Speers, eastern 
recional vice-president, have been 
elected assistant vice-presidents of 
aes of American Airlines, Inc., 


New York. Walter H. Johnson 
director of sales of the eastern 
region, has been named to suc- 
ceed Mr. Speers as regional vice- 


Jr 
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president. 


Fisher Forms Agency 


Stanton B. Fisher, formerly ad- 
vertising director of United Cigar- 
Whelan Stores Corp., New York, 
has established his own agency 
with offices at 215 4th Ave., New 
York. 

Among his accounts are Whelan 
and United, Universal Fountain 
Pen & Pencil Co., Hamilton Prod- 
ucts, Mary Scott Rowland Ltd. and 
Whelco Products, Inc. His staff 
includes Vera Trett as copy chief, 
Bradley Rhodes, art director, and 
Josephine Pelicon, space buyer. 


Long Appoints Wagner 

R. Lee Wagner, formerly adver- 
tising manager of Franeo-Ameri- 
can Hygienic Co., Chicago, has 
been appointed associate director 
of media of W. E. Long Co., Chi- 
cago. 


Canada Dry Starts 
Plants in Africa 
and Surveys Europe 


New York —Construction has 
begun on the first Canada Dry 
bottling plants in the Union of 
South Africa and Portuguese East 
Africa, according to Lincoln Mc- 
Connell, manager of Canada Dry 
International. 

The company will also have a 
plant at Casablanca. All of the 
plants are expected to be in oper- 
ation in about eight months. Mr. 
McConnell reported that when the 
Canada Dry franchise was offered, 
35 qualified applicants competed 
for the license. 

Canada Dry expects to have 


plants in England and Portugal 
when exchange difficulties can be 
solved. The company is currently 
negotiating for licensees in France, 
Belgium and Switzerland. 


Start Design of India's 
First Newsprint Mill 

Pran Nath Nair, managing di- 
rector of National Newsprint & 
Paper Mills Ltd., Bombay, has an- 
nounced that Ebasco Services, Inc., 
New York, has been appointed to 
design and supervise the construc- 
tion of India’s first newsprint mill. 
It will be located at Chandni in 
central India, along the Bombay- 
Delhi railroad, 325 miles northeast 
of Bombay. 

Construction of the mill is sched- 
uled for completion by the end of 
1949, and it will process newsprint 
from bamboo and salai trees. 


Graham Joins Noble-Dury 
Bill Graham has resigned as 
publicity director of Station WSM, 
Nashville, effective Oct. 1, to join 
Noble-Dury & Associates, Nash- 
ville, as an account executive. 


Names Gilbert Agency 

Associated Tobacco Distributors, 
Wilmington, Del., has named Nor- 
man S. Gilbert Co., New York, to 
direct its advertising. 


-BURBANK, CALIF.—_ 


Population 76,681 
IS THE HOME OF 
LOCKHEED AIRCRAFT 


and the 
BURBANK DAILY REVIEW 
Burbank's Only Daily Newspaper 
(Est. 1908) 


To step up the value 


of your Building 


Every one of these publications is firs 
with its readers because into each goes 
the specialized editorial know-how of 
Building Industry Headquarters. 
That’s what builds interested reader- 
ship... that’s what makes your adver- 
tising work for you. 


Each publication goes straight to the 
job-interest of its readers. Each is 


separately edited 


No horizontal publications—each es- 
pecially tailored for its particular job. 
All 6 publications go straight across 
the building industry to 130,500 


building men. 


Together they make Building Indus- 
try Headquarters. 


SOUTH WABASH AVE 


Industry Advertising... 


PUBLICATIONS, I 


For over 30 years leading publishers to the Building Industry 


carrie 


dre 


rolled 


by separate staffs. 


BRICK & CLAY RE 
goes to over 4,000 ke 
plants making brick, st 
tile, flue lining, wall coRid 


sewer 


CONSTRUCTION 


PRACTICAL BUILDER— The 
reason more builders pay to read 
PB than any other buile 

azine is because it is the only 

how-to-do-it magazine 
or builders, edited by the only 

staff of practical building editors. 


BUILDIN 
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ERAMIC DATA BOOK—pub- 
annually. The only catalog 
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ceramic building products and 
other glass, porcelain enamel and 
pottery products. 6,000 dis- 
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75,000 Distribution 
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Workmen’s Compensation 


The new night watchman was worried. 

“Tsee the employees leaving the building 
with rolled up sheets of printed stuff. Sometimes 
they take these here cut-outs to their cars. I was 
just wondering if it’s okay?” 

We told him not to wonder—its just an old 
E-F custom. On all orders, we allow extra sheets 
for employees—our expense, not yours. Special 
Workmen’s Compensation policy, you might say 
—and the best insurance we can have. 

When a man does a good job, he likes to have 
a sample of it... to show to family and friends, 
or keep as a souvenir. And the satisfaction and 
pride of E-F people in their work is the surest 
guaranty of a quality product for E-F customers. 


Tuere’s another angle, too, that interests us 
...we think Einson-Freeman people are a small 
sample of the American Public—over-average, 
perhaps, in intelligence, abilities, income, but 
fairly representative. And any display that gets 
their approval is not likely to go unseen in 
Umlaut, O., or lay an egg in Lalapalusa, La.! 

People are a more important ingredient in 
display than printing... because people are more 
interested in people than printing! With good 


peopie and good printing . . . Einson-Freeman 


naturally produces better displays! 
Ask our customers, if you like. Ask us for a 
list of customers you’d like to ask! 


Einson-Freeman Co., me. 
The-peoples’-choice lithographers 
Starr & Borden Avenues, Long Island City, N. Y. 
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PHOTOGRAPHIC 
REVIE 


SIGNS WITH CBS—George W. Munro, manager of the canned food division of 
Armour & Co., Chicago, signs the contract for ‘Stars Over Hollywood,” CBS daytime 


CLOTH-LIKE—Trimz Co., division of United show, for Dash dog food. Witnesses are J. C. Armstrong, in charge of canned 
Wallpaper, Inc., Chicago, has announced food advertising; D. B. Hause, Armour ad manager; H. D. Morris, Dash sales 
this new Christmas decoration, called manager; Harry Dieter, manager of the radio department, Foote, Cone & Belding, * 
“Under the Christmas Tree,” for holiday and Dudley Faust, CBS account executive. f 


use in homes and stores. Packed in 90x o* 
30” lengths in cellophane envelopes, the 


. , fire-resistant, cloth-like material may be 
WHICH ONE HAS THE TONI?—It’s pretty easy to tell which McCann-Erickson execu- draped or folded. 


tive has the real foliage. Back from the Maine woods with his annual growth is Luis 

G. Dillon, second from right, a vice-president in the agency’s foreign division. Others 

with the artificial five-o’clock shadows are, left to right: co-workers Enrique Loynaz, 
Richard F. Cousins, Carlos Gutierrez Riano, Mr. Dillon and Tedd Saba. 


Seagram's 
Lol 


éy Gin 


WINNER—Boyds, St. Louis, won the an- || 

nual window display contest sponsored by 

Prince Gardner Co., St. Louis, maker of * veri¢an 

sign for the Princess Gardner Tote’m, a 

zip-around billfold for women, shown at- NO. 3—Third in the “golden” series for Seagram’s Ancient Bottle gin, this display, 
tached to the mannekin’s belt. featuring a Dean Cromwell painting, follows the successful golden spike promotion. 

The unit was made for Seagrom Distillers Corp., New York, by Palmer Associates. 


TRIES IT OUT—J. Roger White, vice-president in charge of sales of Formica Co., Cin- 
cinnati, samples the hospitality at the company’s exhibit booth, which was used for 
the first time to introduce Formica’s new Moonglo pattern in decorative plastic lami- 


nates at the third National Plastics Exposition in New York. ‘eid eta 


3 Time minutes 


CREAM CHEESE RIQG VIENNA SAUSAGES ™ 
POTATO CHIPS TOMATO WEDGES “™ 


SUGGESTS MENU—This 42 x 11” car card is being used in a card was adapted from an ad in the newspaper series by the 
campaign including newspapers and three-sheet posters for company’s agency, Liller, Neal & Battle, Atlanta, which thinks 
Lay’s potato chips, made by H. W. Lay & Co., Atlanta. The the recipe idea is new for car cards. 


THREE-MONTH DRIVE—With outdoor posters in 150 markets, national magazines 
and extensive store displays, Stokely-Van Camp, Inc., Indianapolis, is promoting 
Stokely’s Finest cranberry sauce during October, November and December. 


GRUEN _ 


ONORS LUCE—Henry R. Luce, left, editor-in-chief of Time, Life and Fortune, accepts 
‘e September National Civic Service Award of the Fraternal Order of Eagles from 


hbe + W. Hansen, past national president of the order and editor of Eagle Publica- ANIMATED—These are two of five new displays Gruen Watch the backgraund disc and rotates the hand back and forth. In 
‘ns. The award was presented to Mr. Luce for “promoting the vitality of our dem- Co., Cincinnati, is making available to dealers at less than the display at the right, four watches, mounted on velvet pads, 
ocracy and enriching the heritage and ideals of America.” cost. The unit at the left is powered by a motor that revolves ‘float’ in a circular motion on a solid mirror. 


« 
— 
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‘Ronson Lighter Widens 
‘20 Questions’ Coverage 


“Twenty Questions,” which re- 
turned to the airwaves Oct. 2 over 
Mutual, will be heard over an aug- 
mented network of 493 stations 
this season. Time has been cleared 
on 464 MBS stations and 29 Cana- 
dian Broadcasting System outlets. 

Ronson Art Metal Works, New- 
ark, began sponsoring the “animal, 
vegetable or mineral” program in 
1946 over 17 stations. Cecil & Pres- 
brey, New York, is the agency. 


.Posner Forms Own Agency 

_ Mort Posner has established his 
own advertising agency in San 
‘Diego, Cal., at 608 Spreckels 
| building. 


-——CASE HISTORIES FREE 


Whot oil field surveys have done for man- 
ufecturers and their agencies. Alsq what 
service we offer you. Write: 


LESLIE BROOKS & ASSOCIATES 


Oil Field Research Specialists 
McBirney Bidg. Tulsa, Okla. 


Rural Network Names Smith 


R. Wilbur Smith, formerly com- 
mercial manager of WNOW, York, 
Pa., has been appointed field rep- 
resentative covering upstate New 
York for the Rural Radio Network 
in Ithaca. Eight FM stations are 
members of the network. 


Charles Zeiler Named V. P. 


Charles H. Zeiler, assistant to 
the president and in charge of 
purchasing, estimating and pro- 
duction, has been named a vice- 
president of Burton-Rodgers, Cin- 
cinnati display manufacturer. 


Franwall Names Wertheim 


The Franwall Mfg. Co., Long 
Island City, maker of health ap- 
pliances, has appointed Wertheim 
Advertising Associates, New York, 
to handle its advertising. 


Simmons to ‘L. A. Mirror’ 


Richard R. Simmons, formerly 
with the San Francisco News, has 
been appointed circulation man- 
ager of the Los Angeles Mirror. 


Crosley Buys 
Station WHAS 
for $1,925,000 


Television’s Role 
and Newsprint Supply 
Big Factors in Deal 


Louisville 
Courier-Journal and Times’ 50,000- 
watt clear channel station, WHAS, 
has been sold for $1,925,000 to the 
Crosley Broadcasting Corp., sub- 
sidiary of Avco Mfg. Corp., Cin- 
cinnati. 

Barry Bingham, president of the 
publishing company and of WHAS, 
announced that the sale was made 
last Monday, subject to FCC ap- 
proval. 


Crosley operates WINS, New 
York (50,000 watts daytime, 10,- 
000 nights), and, in Cincinnati, 
50,000-watt clear channel WLW, 
television station WLWT, and FM 
station WLWA. 


ws Included in the sale of WHAS 
would be the station’s broadcast- 
ing rights, including video, FM, 
facsimile and mobile-transmitter 
short-wave operations. Until the 
FCC gives its approval, WHAS 
will continue to be operated by 
the newspaper corporation, with 
Victor A. Sholis as director. 

James D. Shouse, president of 
Crosley, who handled negotia- 
tions for his company in the pur- 
chase, said he plans to make no 
“material change” in the station’s 
operation or staff. 

“Two things interested us in 
WHAS,” he said. “In the first 
place, it is one of the greatest 
stations in the country. In the 
second place, its television plans 
tie in with ours. We already are 
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ANYONE WHO HAS ever tried to get “local dealer 
tie-ins for a manufacturer's newspaper campaign 
knows what a delicate, involved task it is. BBDO 


Buffalo worked hand 


in glove with Easy Washing 


Machine Corporation to show dealers why it 
would pay them to get behind Easy Spindrier ad- 
vertising. Result, over 907,000 lines at 


dealers' expense to 


"You certai 
use my 


top Easy's 669,000 lines. 


LONG BEFORE MEDIA MEN realized the pulling power 
of its pages, Holiday magazine was a circulation 
success. It was BBDO's job to alert them to 
"America's most responsive new market." Real 
case histories like this have helped to do the 
work. In the first ten months of 1948, Holiday's 
advertising lineage is up 42,537 lines over 
1947, and dollar revenues up nearly 962. 


NEW YORK * BOSTON * BUFFALO * 


MINNEAPOLIS 


* SAN FRANCISCO * HOLLYWOOD 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 


* PITTSBURGH 
DETROIT 


CLEVELAND 
* LOS ANGELES * 


CHICAGO 


TO EMPLOYEES WHO have seen a broadcast, it's no 
longer "the company's" program, but "our" show. 
DuPont inspires pride in "Cavalcade of America" 


(Mondays, NBC) by frequent 


originations in 


plant cities. This month 22,000 Chattanooga 
people, including Du Pont Nylon employees and 
their families, will see "Home to the Hermitage." 


Photo shows Ann Rutherford 


and Paul Lukas at 


Photo Products plant, Parlin, N. J. 


NAVION OWNERS WRITE the copy, Ryan Aeronautical 
Company gets the high readership. This 2/3-page 
ad—first in a series prepared by BBDO Los 

Angeles—was based on replies to questionnaires 


sent to executives who fly 


Ryan Navions. It 


ranked third on a cost basis in a 7l—ad issue of 


Time magazine. Novel offer 


of free business 


trip is helping build a strong prospect list. 
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operating a television outlet in 
Cincinnati and will begin televi- 
sion broadcasts in Columbus and 
Dayton about Jan. 1. In addition, 
we have an application for con- 
struction of a television station in 
Indianapolis.” 


a Mr. Bingham, whose family has 
owned WHAS since it was estab- 
lished in 1922, said many offers 
had been received in the past for 
the station but that it was the 
advent of television that largely 
influenced the decision to sell. 

“Television is a new and excit- 
ing but a very expensive medium,” 
he said. “It will perhaps change 
the nature of radio in the United 
States, but it will probably be some 
time before it becomes profitable 
for the operators. 

“Besides, to install television re- 
quires a very large outlay of capi- 
tal. Our primary enterprise at the 
Courier-Journal and Times is not 
and has not been radio; it has been 
printing two newspapers and op- 
erating the Standard Gravure 
Corp., which prints among other 
things more than a dozen locally 
edited magazines and the nation- 
ally edited Parade. That business 
has trebled since the war and we 
expect it to become much bigger. 
In addition, with the easing of the 
newsprint situation, we will be 
able to do a great many things 
with the newspapers in the way 
of editorial improvement and cir- 
culation expansion which we have 
been wanting to do ever since 
1941. 


a “The easing of newsprint will 
permit our executives and staff to 
devote themselves to our primary 
job of editing, producing and sell- 
ing the best newspapers we are 
able to get out. 

“While television is a great in- 
vention, by its very nature it is 
more divergent from newspaper 
publishing than the operation of 
a standard broadcast station. Its 
programming requires the staging 


which all of us here are certainly 
amateurs. We would rather invest 
our money and devote our energies 
to those enterprises which are 
more closely allied with newspaper 
publishing and printing.” 


es The WLW and WHAS owners 
apparently feel that FCC will ap- 
prove the sale despite the com- 
mission’s rule against a_ single 
company owning two stations in 
the same area (the rule forced 
Crosley to sell WSAI, Cincinnati, 
in 1944). The FCC last year 
allowed the owners of WJR, 
Detroit, to buy WGAR, Cleveland, 
despite the fact that both those 
50,000-watt stations have some 
overlap in coverage. 

The price paid for WHAS com- 
pares with $1,700,000 plus $400,- 
000 “credit” for FM and video 
equipment paid to Hearst Racio 
for WINS in 1946. 

Avco bought the Crosley broad- 
casting operation three years ago 
from Crosley Corp., and only two 
weeks ago the parent organizat.on 
moved its headquarters, excp! 
for top financial offices, to C: 
cinnati. Purchase of WHAS 
probably make Cincinnati the bul 
of one of the largest broadcast 
operations in the nation, w th 
television shows here sent «ul 
over Cincinnati, Louisville, D 
ton, Columbus and Indianap: 
video stations. 


Wrigley Using CBS-TV Net 

Wm. Wrigley Jr. Co., Chic: 2° 
will sponsor five telecasts of G ne 
Autrey’s rodeo show from Mad: 0 
Sq. Garden over the CBS v: 
network this month. The show °i!! 
be seen for two hours and 40 nin 
utes at 7-9:40 p.m., Oct. 7, 9, 14 | 
and 21, over WCBS-TV, New Y °*: 
WMAR-TV, Baltimore; WCAU- 
Philadelphia; WMAL-TV, Wes 
ington, and WNAC-TV, Bos\oP 
Wrigley sponsors Autry on |: 


CBS radio stations on Sunday». 
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Grocery Coupon 
Book Will Get 
Chicago Test 


See $2,000,000 
Sales in Controlled 
Coupon Program 


Cuicaco—Son.ething new in 
ontrolled couponing, featured in a 
‘Friendly Grocer” food merchan- 
lising and sales promotion plan, 
nay get its first major test here 
early in 1949. 

The program, based on a “Friend- 
ly Grocer” coupon book which is 
to offer the consumer more than 
$5 in redemption values, was dis- 
closed last week by the newly- 
established Friendly Grocer Corp., 
with headquarters here. Manufac- 
turers have expressed great inter- 
est in the project, the company 
says, and full support already has 
been pledged by the Wholesale 
Grocers Association of Chicago. 

Personnel of the new company is 
not being revealed at this time, 
but Fred F. Drucker, account ex- 
ecutive with Newby & Peron, is 
directing the sales effort. The 
agency also has been named to 
handle the account. 


s Lure of the promotional plan is 
a potential sales goal of $2,000,000 
worth of grocery store items with- 
in a 10-week period in the Chicago 
marketing area alone. Other key 
markets, the company says, “will 
follow in due course.” 

The program is based on close 
cooperation between manufacturer, 
wholesaler and retailer. Instead of 
random distribution of coupon 
books, the company will employ 
a special mailing technique where- 
by the housewife must request her 
coupon book from her “Friendly 
Grocer” store and must assure the 
retailer that the coupons will be 
redeemed at his store. 

The manufacturer can obtain di- 
rect merchandising cooperation 
from all participating ‘Friendly 
Grocers” at a cost of 20¢ per week 
per store, the company claims. 


s Both chain outlets and inde- 
pendent grocers will be invited to 
participate, since the promotion 
would be a traffic builder for both. 
A minimum of 1,500 stores in this 
area is set. 

Because of checks on the scheme, 
the company believes it can assure 
manufacturers that there will be 
little abuse of the coupon opera- 
tion by grocers, such as can and 
does occur with individual coupon 
deals. In addition, it says, the con- 
trolled system will bring coupon 
redemption to an entirely new low- 
cost-result level. 


3 that are lst 


1. CROSS COUNTRY NEWS 


An aviation newspaper de- 
voted to private flying . . - 
reaches over 2/3 of the air- 
orts in the U.S... . circu- 
ation, 11,252. 


THE MAILBOX 


A direct mail advertising me- 
dium devoted to the farmer 
. . reaches over 19,000 farm 
homes of the South Plains of 
West Texas. 


3, MERCANTILE NEWS 


A direct mail advertising me- 
dium devoted to the urban 
families of the great south 
plains of West Texas... 
reaches over 28,000 town and 
city homes. 


FOR RATES AND INFORMATION 
WRITE TO 


M. I. HALL 


PUBLISHER 
1007-A 13th, LUBBOCK, TEXAS 


Mr. Drucker said the plan, now 
being explained to food manufac- 
turers and chain store executives 
in completed form, has been de- 
veloped during the past eight 
months. Full guarantees will be 
established to protect participating 
merchandisers, and duplication of 
competing items will be avoided 
“in 95% of the cases.” 

The wholesale grocers’ group, 
which has already endorsed the 
promotional scheme, is said to 
represent 60% of the food trade in 
this area. The wholesaler is count- 
ed upon as a vital link in stimu- 
lating retailers to promote the 
national brands of cooperating 


Marathon Plans Campaign 


Marathon Co., Attleboro, Mass., 
manufacturer of Kiddie Kraft jew- 
elry, has plans for a fall and 
Christmas campaign using trade 
publications each month, roto- 
gravure in about 30 newspapers 
throughout the country, radio and 
television. In addition the com- 
pany will contact over 10,000 re- 
tailers directly with broadsides 
promoting children’s departments. 
Newspaper mats and displays will 
be offered. Gussow Kahn & Co., 
New York, is the agency. 


Marketing Firm Moves 

Gould, Brown & Sumney, Inc., 
Chicago, marketing consultant, has 
moved its offices from 20 W. Jack- 


Seagram Won't Leave 
LBL, Says Slater 


NEw YorK—Ellis D. Slater, presi- 
dent of Frankfort Distillers Corp., 
and representative of the “Sea- 
gram group” of companies in Li- 
censed Beverage Industries, Inc., 
has denied a report that Seagram 
might pull out of LBI at the end of 
LBI’s present fiscal year, next 
April 30. 

Mr. Slater said that Seagram was 
“an early” supporter and continues 
“a staunch supporter” of this over- 
all liquor and wine association. 

The report was published in AA, 
Sept. 27, in connection with Sea- 


manufacturers. 


son Blvd. to 321 Plymouth Ct. 


gram’s withdrawal from the Insti- 


tute of Public Relations to form its 
own public relations setup. 


Advertising PENCILS 


Novel mechanical pencils shaped like base- 
ball bats and spike. Made from select hard 
wood. Guaranteed mechanism that propels 
repels and expels. Write for .sam a 


quotation. 
FREE Se Catalog of Premiums and 
Adv. Specialties free on request. 


HAUSMAN MFG.& SALES CO. 


1243 N. Harding Ave., Chicago 51, IIinols 


260 Advertisers in 1948 Directory 


HARDWARE & SCREEN WIRE ELECT. 


Air-Tite Window S@y Co 

The Caldwell Mfg. Co 

Duplex, Inc 

H. S. Getty & Co. 

Grand Rapids Hardware Co. 

Ideal Brass Works, Inc. 

Monarch Metal Weatherstrip 

Puritan Cordage Mills, Inc. 

N. Vikre Co 

Weatherproof Products 

Window Conditioning Co. 

Zegers, Inc 

American Cabinet Hard ware 

National Lock Company 

Agams Rite Mfg. 

A‘ G. Busch Cd 

Stanley Works | 

Alan Wood Sctel 

Aviation Corp., Horton Div. 

Barrows 

W. J. Dennis & Co. 

Federal Industries, Inc. 

Frantz Ma nufaccuring 

Lockwood Hardware Mfg. Co. 

McKinney Manufacturing Co. 

Sommer Metalcraft Corp. 

Tavart 

Wickwire Spencer Steel Div. 

Wilmac Metal Products 

Yale & Towne Manufacturing 

Aluminum Company of America 

The American Brass Co. 

Firestone Co 

New York Wire Cloth Co. 

Seneca Wire & Mig. Co. 


GLASS, GLASS SUBSTITUTES 
Arvey Cor 
Celanese 
Consumers 
Flex-O-Glass Manufacturing 
Libbey-Owens-Ford Glass 
Owens Illinois Glass Co. 
Pittsburgh Plate Glass Co. 
Sol-O-Lite Manufacturing Co. 
The Dobeckmun Company 


WINDOWS 
The Adams Company 
Aluminum Window Corp. 
Andersen Corp 
Ceco Steel Products Corp. 
Clark-Babbitt Industries 
Croft Steel Products, Inc. 
Detroit Steel Products Co. 
Michael Flynn Manufacturing 
Goodcraft Metal Products Co. 
Hope's Windows, Inc. 
Malta Manufacturing Co. 
Mesker Bros 
New Monarch Mach. & Stamping 
Premier Metal Products Corp. 
R. O. W. Sales Company 
Steelcraft Manufacturing Co. 
S. Thorn Company 
ruscon Steel Company 
Vento Steel Products Co. 


ROOFING, SIDING, 
INSULATION 

Abesto Manufacturing Corp. 
Asphalt Roofing Ind. Bureau 
The Barrett Division 

Bird & Son, Inc 

Creo-Dipt Company, Inc. 
Flintkote Company 
Gary-Pioneer Steel Corp. 
Johns-Manville 

Keasbey & Mattison Company 
New Holland Metals Company 
Potts-Farrington Company 

R ar Shingle Bureau 
Reynolds Metals Company 
Armstrong Cork Co. 

The Carney Company, Inc. 
Kimberly-Clark Corp. 
Lockport Cotton Batting Co. 
Owens-Corning Fiberglas Corp. 
Sisalkraft Company 

Universal Zonolite Insul. Co. 
Hosking Paper Company 

The Richkraft Company 


PLASTERING MATERIALS 
Alabama Metal Lath Co., Inc. 
Bostwick Steel Lath Company 
Inland Steel Products Co 
National Gypsum. Company 
National Mortar & Supply Co. 
Nu-Wall Manufacturing Co. 
Schalk Chemical Company 
Wollaeger Steel Corp. 

Penn Metal Co., Inc. 


WALLBOARD & METAL TILE 
Celotex Corp 

Chromite Company 

Economy Bias Binding Co., Inc. 
Fir Tex (Dant & Russell) 

Gibbs Boerdtile Corp. 

Insulite Division 

Marsh Wall Products, Inc. 
Masonite Corp 

Metal Tile Products, Inc. 
Prestile Manufacturing Co. 
Tylac Company 

The Upson Company 


MOULDINGS & TRIM 
The B & T Metals Co. 
Decorite, Inc. 

Metal Trims, Inc. 
Trimedge, Inc 

R. D. Werner Co., Inc 
Youngstown Manufacturing 


BUILDING SPECIALTIES 
Allen Steel Products 

Andal Manufacturing Co. 
Artcraft Venetian Blind Mfg. 
Cleveland Lock Works 
Copco Steel & Engineering 
Donley Bros. Co 

Gabriel Steel Co. 

Harris, Inc. 

Ideal Hanger Co. 

Kewanee Manufacturing Co. 
Koolvent Aluminum Awning 
Logan Company 

Majestic Company 

Metal Crafters 

Precision Parts Corp 

Saint Paul Corrugating Co. 
Stewart Iron Works Co., Inc 
Trussbilt Div., Siems Bros. 
Van-Packer Corp 

A. D. Hemphill Co. 

The Swartwout Company 
Warner Ventilator Company 
Aetna Steel Products Corp. 
Bilco Company 


of America 


SU 

H. B. Salter Manufaccuring 

Westinghouse Eleciric Corp 
The International Nickel Co 
Legion Stainless Sink Corp 


APPLIANCES & CABINETS 
American Central Div., Avco 
Crane Electric Industries 
Formica Insulation Co 

A. J. Lindemann & Hoverson 
Shepler Manufacturing Co 
Shuley Corp 


BATHROOM CABINETS 
Illinots Porcelain Enamel 
F wson Co 
Standard Sceel Cabinet Co 
The Toledo Plate « Window 
PAINT. & WATERPROOFING 
Aluminum Industries, (nc 
Archer-Damniels-Midland Co. 
Ellioce Paint & Varnish Co 
Hoboken White Lead & Color 
Keystone Varnish Company 
Lowe Bros. Co 
The O Brien Corp 
Pittsburgh Plate Glass Co 

¢ Reardon Co 
Shefheld Bronze Paint Corp. 
U. S. Plywood Corp 
Vita Var Corp 
Wesco Waterpaints, Inc 
The Wilbur & Williams Paint 
American Lumber & Treat 
Anu-Hydro Waterproofing Co. 
Samuel Cabor, Inc 
Ceraseal Chemical Corp 
Chapman Chemical Co 
Cuprinol Div., Darworth 
The Dow Chemical Co 
Standard Dry Wall Products 
Clinton Metallic Paint Co. 
Mineral Pigments Corp 
Tamms Silica Company 
C.K. Willams & 
HEATING 
Bennett-Ireland, Inc. 
Heatilator, Inc. 
H. C. Little Burner Co 
Price Fireplace, Heater Corp. 
Superior Fireplace Company 


PLYWOOD, FLOORING. 
LUMBER AND WOODWORK 
Aetna Plywood & Veneer Co. 
Douglas Fir Plywood Assn 
Fiddes-Moore & Co 
Harbor Plywood Corp. 
Keller Products, Inc. 
The Menge! Company 
National Plywoods 
Nickey Bros., Inc. 
Roddis Lumber & Veneer Co. 
U. S. Plywood Corp. 
Williams Plywood Co 
Bradley Lumber Co. of Ark. 
E. L. Bruce Company 
Connor Lumber & Land Co. 
Exchange Sawmills Sales Co. 
Fir Door Institute 
Edward Hines Lumber Co. 
Geo. J Silbernagel 
Western Pine Association 
Garr, Adams & Collier Co. 
Gregg & Son, Inc 
HOUSEHOLD REPAIR 
MATERIALS 
The Armstrong Co. 
Casein Company of America 
Goodloe E. Moore Co. 
Pecora Paint Company, Inc. 
TOOLS AND EQUIPMENT 
Akron Products Co 
American Floor Surf. Machine 
Andal Manufacturing Co. 
Barber-Greene Co. 
Besser Manufacturing Co. 
Carlson & Sullivan 
Chain Bele Company 
Clarke Sandin, achine Co. 
Construction Machinery Co. 
Creswell Concrete Products 
De Walt, Inc. 
Equipment Engineering Co. 
Fastener Corp 
Fleming Manufacturing Co, 
Fletcher-Terry Co. 
Flex-Arm Manufacturing Co. 
Ford Trucks 
General Motors Corp. 
Gibson-Homans Company 
Heston & Anderson 
The E. H. Hotchkiss Co. 
Hyster Company 
The Jaeger Machine Co. 
Mall Tool Co 
Material Movement Industries 
The Modern Specialties Co. 
The Morgan Co 
Nolan Company 
Orton Crane & Shovel Co. 
Rapids-Standard Co., Inc. 
Red Devil Tools 
Red Star Products, Inc. 
Ross Carrier Co 
Saranac Machine Co. 
Silent Hoist & Crane Co. 

ith Co 
Sonoco Products Co. 
Standard Register Co. 
Twin-Tile Truck Co. 
Fred W. Wappat, Inc. 
Western Reserve Mfg. Co. 
Goldblatt Tool Co 
FENCE & FARM EQUIPMENT 
American Steel & Wire Co. 
Continental Steel Corp. 
General Implement Co. 
Louden Machinery Co. 
FINANCING 
Allied Building Credits 
Biddle Purchasing Co. 
Commercial Credit Corp. 
FRAMING AND RAFTERS 
International Steel Co. 
Rilco Laminated Products 
Unit Scructures, Inc 
CEMENT 
Louisville Cement Co. 
Marquette Cement Mfg. Co 
Medusa Portland Cement Co 
Trinity Portland Cement Co. 
MISCELLANEOUS 
Manufacturing Co. 
A. Carlson & Company 
National Clay Pipe Mfgrs. 
Robinson Clay Products Co. 
Southern Galvanizing Co. 
Upton Sales Corp. 


FORMS CLOSE 
DEC. Ist 
1949 DIRECTORY 


and so do 260 advertisers who 
used 308 pages in the 1948 Directory 


Yes, advertisers like it because their ad- 
vertising in the BSN Directory is the 
backbone of their selling job to the 
building industry. 

22,000 lumber and building material 
dealers and wholesalers use it all year 
to help them sell to 100,000 contractor- 
builders and millions of consumers. 

Over 80,000 dealer salesmen and other 
contact men use your advertising in the 
Directory to help them clinch sales for 


PUBLISHED BY 


your product. . . . The BSN Directory 
steps up the Sales Power of your own 
salesmen and your wholesaler’s salesmen. 
It gets you new and better dealers when 
you need them. 


Give your dealers a chance to do a sell- 
ing job on your products by giving them 
and their salesmen your complete catalog 
information in the BSN Dealers’ Direc- 
tory. This is the one information source 
that dealers keep always handy. 


Write for booklet on “How to Multiply the 


Effectiveness of Your Dealer Advertising” 


5 SOUTH WABASH AVENUE, 


CHICAGO 3, 


ILLINOTS 


For Over 30 Years Exclusive Publishers to the Building Industry 
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War Assets 
Its Last 
Newspaper Drive 


WaASHINGTON—War Assets Ad- 
; ministration, once a leading spend- 


er in newspapers 


and business 


| It is read 


of 


_|EXPORT ® 


TRADE«zSHIPPER 
Circulates in the U. S. A. 


by Export Managers 
_ | LEADING AMERICAN 
MANUFACTURERS 


20 Vesey Street, New York 7, N. Y. 


papers, is mapping a spectacular 
“last gasp” newspaper drive for the 
last three months of this year, 
preparatory to passing forever 
from the jargon of government 
agencies. 

Though the spending will be en- 
tirely through the ten remaining 
regional offices, and will rest on 
individual sales problems, the 
“clearance” notices are likely to 
consume most of the $1,000,000 
provided by Congress for WAA 
advertising during the current fed- 
eral fiscal year. 

Impressive as this sum is, it is 
a mere shadow of the imposing 
$16,500,000 spent for all kinds of 
advertising by War Assets two 
years ago, and even the $4,500,000 
of last year, when activity had 
already begun to taper off. 


® The final advertising spurt backs 
up a campaign to get remaining 
inventories of war surplus per- 
sonal property off the govern- 
ment’s hands by the end of the 


year. Early in 1949, War Assets 


itself closes doors, and the unsold 


real estate, industrial goods and 
aircraft are to be turned over to 
the Federal Bureau of Supply. 

With the planning of the “clear- 
ance sale’ copy, national adver- 
tising in trade publications and 
newspapers has trickled to only 
about $100,000, and most of the 
funds remaining in the hands of 
the national advertising office have 
been placed at the disposal of the 
regional advertising men. 

During the final sales period, all 
offerings are to be on a competi- 
tive bid basis. The cumbersome 
system of priorities has been set 
aside, and sale by commodity has 
given way to a warehouse clear- 
ance technique. More than 100 
individual offerings are to be made 
during the drive, with total dis- 
posals covering an estimated $300,- 
000,000 of miscellaneous personal 
property. 


® The final War Assets drive fol- 
lows several months of curtailed 
activity brought about by an armed 


forces survey to recoup remaining 
property which might be usable 
for the national defense. 

To concentrate its remaining ad- 
vertising budget on the most im- 
portant clearance offerings, War 
Assets’ national office has arranged 
special machinery enabling re- 
gional offices to advertise their 
offerings in major cities’ outside 
their own regions. 

The selection of out-of-region 
markets rests with the regional 
director offering the property, but 
the newspapers to be used and the 
actual placement of copy is to be 
handled by the agencies serving 
the out-of-region markets. 


Predicts Higher ‘48 Volume 

Charles A. Ward, president of 
Brown & Bigelow, St. Paul, re- 
ported the calendar and advertis- 
ing specialties firm will have the 
biggest sales and net profits in its 
history this year. He told a recent 
meeting of New York Society of 
Security Analysts that sales would 
be $39,000,000 and net profit 
$3,368,000 for 1948, according to 
his best estimates. 


Advertisers have long 


A Chilton Q Publication 
100 EAST 42nd STREET . 


are 75% of all national 
hardware trade advertising — 
» dollars spent in 


That's why 


MORO fertile ground and sow their 

dollars where they'll produce the greatest yield. Year in and year out 

in the hardware field, they assign %4 of their national trade advertising 

dollars to Hardware Age because . . . 
Hardware Age, alone among national hardware business papers, 
has that basic yardstick of reader value — wholly << prepaid . 
circulation. 

Hardware Age has the largest effective trade audience available tq 

hardware advertisers. 


At the retail level alone, 21,700 copies of Hardware Age reach stores 
every other week. Each is seen by an average of 4.6 readers 
providing a total audience of 99,820 among retail personnel. 


With the nation’s 509 wholesalers, Hardware Age's 6,100 subscrip- 
tions provide over 60% more coverage than any other trade paper. 


G Crops grow tallest in the richest soil. 
tisers spend three times as many dollars in Hardware Age as in any other 
national hardware trade paper. 


HARDWARE AGE 


@® Charter Member @ 


NEW YORK 17, N. Y. 


hardware adver- 


ost 
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MAIN ENTRANCE TO THE GREAT HARDWARE MARKET 
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Seek $1,000,000 
for Automotive 
Service Drive 


Funds for New Co-op 
Campaign Asked from 
Four Trade Groups 


Cuicaco—A _ $1,000,000-a-year 
campaign aimed at the automotive 
“aftermarket” may get the green 
light in November when heads ot! 
the newly-formed Automotive 
Service Industries, Inc., meet ir 
Cleveland to discuss fund raisins 
and details of the drive. 

The proposed program was de- / 
scribed here last week by Charle 
C. Tapscott, advertising manage) 
of McQuay-Norris Mfg. Co., St 
Louis, at the fall meeting of thx 
Automotive Advertisers Council 
Mr. Tapscott, who is one of the 
60 members of the council, was 
named chairman of the new all- 
industry organization when it was 
established early last month. 

The $1,000,000 cooperative cam- 
paign which Automotive Service 
Industries may launch is in the 
hands of special committee groups 
and executive directors of four 
trade associations—the Automo- 
tive Engine Rebuilders Association, 
Motor and Equipment Manufac- 
turers Association, Motor and 
Equipment Wholesalers Associa- 
tion and National Standard Parts 
Association. A fifth group, the 
National Automotive Parts Asso- 
ciation, is not expected to lend 
its support, but individual mem- 
bers will be represented in the 
effort. The Automotive Advertis- 
ers Council would serve only in 
an advisory capacity. 


® The “aftermarket” on whic! 
the campaign will concentrate i: 
the huge sales potential for equip- 
ment, repairs and maintenanc 
which starts as soon as the nev 
car leaves the dealer showroom 

The proposed drive, though stil! 
in the formative stage, probabl; 
would concentrate on such features 
as better service and parts, an 
genuine automotive supplies fo! 
the prospect. As drawn by its 
proponents, it would embrace con- 
sumer and trade advertising by) 
the new organization, sales promo- 
tion and publicity, and extensive 
tie-in advertising and promotion 
by wholesalers and manufacturers 

Without actual pledges of funds 
however, the ASI’s program is stil! 
far short of agreement on cam- 
paign details and the agency ap- 
pointment stage. At least on 
group, the motor and equipmen! 
wholesalers, is dissatisfied wit! 
the program plans, but will ¢ 
along with the all-industry dri\ 
if a report on its own view 
rejected by the other coopera’ ing 
units. Spokesmen for all 
groups are to consider the future 
plans at a Cleveland meeting to 
be held Nov. 4. 

Should the program be fill) 
backed, it would represent th 
first time in the history of the in 
dustry that the various componn! 
of the automotive service 
have cooperated on a large-s 4! 
cooperative campaign to pro! 
the interest of the entire indus ') 

It was drawn up in gen ra 
terms following a survey by Cr. ss 
ley, Inc., of the automotive | 
market in metropolitan Phila © 
phia and the Lancaster, Pa., | 
area, covering independent ga! 
and service stations, and whole :2!4 
firms. 


Schwarz to G-M Board 


F. A. O. Schwarz, lawyer 
board chairman of Schwarz 7 
Inc., New York, has been ele«té 
to the board of directors of Ge? 


eral Mills, Inc. 
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Never Underestimate the Power Woman! 
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WELCOME 


as Nor the Power of the Magazine Women Believe In 


e part Nor, we might add, the power of the magazine business believes in. For American 
ode advertisers invested $2,677,260 in the October issue of Ladies’ Home Journal — the 


largest advertising investment in a single issue of any magazine in publishing history! 
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Maps Rice Campaign 

Walton Rice Mill, Inc., Stutt- 
gart, Ark., will use 85 newspapers 
on a weekly schedule that extends 
into spring of 1949 in territories 
where WondeRice has strong dis- 


Wonder-Bra Drive Started 


Canadian Lady Corset Co., Mon- 
treal, through Walsh Advertising, 
Inc., Montreal, is using 1,800-line 
copy in Canadian newspapers for 
Wonder-Bra. 


Appoints Mackenzie 


Roderick G. Mackenzie, formerly 
an account executive of Webber 
Advertising Agency, has been ap- 
pointed advertising and promotion 
manager of Bradley, Laurens & 


Campbell, New York and Grand 


tribution. Copy also will appear 
Rapids, Mich., sales agency. 


in Good Housekeeping, Ladies’ 
Home Journal and McCall’s. A 
series of specially prepared reci- 
pes will be offered on request. 
Freitag Advertising Agency, At- 
lanta, handles the account. 


Moore & Hamm Moves 


Moore & Hamm, New York 
agency, has moved its offices from 
18 E. 48th St. to larger quarters at 
7 and 9 E. 35th St. 


Perfex Names Doyle, Goetz 

Frank W. Doyle and Ralph W. 
Goetz have been named assistant 
sales managers of the radiator di- 
vision, Perfex Corp., Milwaukee. 
Mr. Doyle will direct eastern radi- 
ator sales and Mr. Goetz will head 
western sales. 


Ortho Names Frohlich 


Ortho Pharmaceutical Corp., 
Raritan, N. J., manufacturer of 
gynecic pharmaceuticals, has 
placed its advertising with L. W. 
Frohlich & Co., New York. A cam- 
4 |paign will be launched Jan. 1. 


and cosmetic advertising | 


BEAUTY FASHION 


Also publishers of DRUG AND COSMETIC INDUSTRY 


The record each month | 


of the finest perfume 


Haller Names Rosenbloom 


Morris V. Rosenbloom, formerly 
with Ruffsdale Distilling Co., has 
been appointed sales manager of 
the new open state division of 
W. A> Haller Corp., Philadelphia 
distiller. 


Announcing the 


HICAGO OUTDOORS SHOW 


combined with the 


16th Annual 


CHICAGO NATIONAL BOAT SHOW 


and the 
Annual 


INTERNATIONAL SPORTS, TRAVEL 
AND TRAILER SHOW 


NAVY PIER, CHICAGO—Februvary 4 thru 13, 1949 


The World's Greatest Presentation of Sports Equipment, Cameras, Boats and 
Accessories, Apparel, Outboard Motors, Resorts, Travel Exhibits, Marine 
Supplies, House Trailers and Athletic Goods. 


SPONSORED BY CHICAGO TRIBUNE CHARITIES, INC. 


@ Manufacturers, distributors, dealers, resort owners and trav- 
el agencies will have a splendid opportunity in this Show to 
demonstrate products and services, to build sales and prestige, 
and to meet present dealers and sign up new ones. Spon- 
sored and backed by the resources and showmanship of the 
Chicago Tribune, the Show should be placed in the No.1 spot 
on your 1949 promotion schedule. Plan now to exhibit. For 
details write, wire or phone. 


SPORTS, TRAVEL AND TRAILER SHOW SECTION 


F. W. ("NICK") KAHLER 
127 N. Dearborn St. 
Chicago 2, Illinois 
Phone: DEarborn 2-0442 


BOATS AND BOATING EQUIPMENT SHOW SECTION 


ARNON N. BENSON 
307 N. Michigan Ave. 
Chicago 1, Illinois 
Phone: CEntral 6-4316 


DESAULNI 
—1701-3RD AVENUE 
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NOW, SEE THIS—Watching an illustration pointed out by L. J. Ansbacher, who di- step 
rected typography and design for International Paper Co.’s golden anniversary book, 1948 
are William A. Hanway, secretary, International Paper; P. E. Jones, J. C. Dillon Co.; sale: 
G. D. Crain Jr. and Jack Gafford, publisher and advertising director, respectively, inen 
of Advertising Age. that 
I oducing the book then Mh cach 
1 producin e book was more than ack 
nternational Paper 9,000,000. Sheet-fed gravure color wihe 
Notes 50th Birthday impressions for end-papers were § first 
1,320,000; sheet-fed gravure color § adve 
in Super History impressions for the title medallion 
New York—The stature of In-|°" 260,000; sheet-fed mono- § s Th 
ternational Paper Co. and its af- sane gravure impressions, 1,090,- stros 
filates is reflected graphically in a 000; letterpress impressions for § nam 
golden anniversary book, recently end-papers, 1,060,000; letterpress Jj the 
previewed by editors here. impressions by three different § the | 
Called “International Paper Co. printing houses for text, 3,610,400; adve 
after 50 Years,” the volume is be- Deeptone offset impressions for § uct in 
ing printed in an English edition ae and charts, 1,060,000. in pa 
of 105,000 copies and a French Ticonderoga offset paper, made Ff petits 
edition of 10,000. Most of the|2t !PC’s mill at Ticonderoga, § dishe 
French copies will go to French- N. Y., was used for the text pages § ment 
speaking employes of Canadian and, in heavier weight, for the § by-s 
and New Brunswick affiliates and|°"4-Papers. The text and most of § pane! 
to French-speaking shareholders the smaller title-lines were set in No 
of the International company. All the Monoty ~ cutting of Basker- § bakec 
told, 35,000 employes in mills, ville, originally designed by John § tie-in 
plants and woodlands, in addition Baskerville ™ England about 17 60. F with 
to stockholders, customers and The book is dedicated by Rich- Tra 
others, will receive the book. ard J. Cullen, chairman, and John § carrie 
Described by W. A. Von Hagen, i. Hinman, president, to the com- § tional 
IPC’s advertising manager, as the pany employes. It reports the § sive 
most interesting and unusual com- Growms demand for paper and § Merch 
mercial book ever printed, it con-|P@Per Products in the last half- @outlin 
tains more than 100 photographs century and the Coageny © efforts 8,400 
by Margaret Bourke-White, Wil- to meet it, and describes in detail ecutiv 
liam Vandivert, Kosti Ruohamaa the company’s operations in vari-F wit 
and others, reproduced in gravure. | °US Parts of this country and Can- Washi 
Also included are 12 illustrations| 24: cite. pointn 
in color by five artists: Boris Art- The publication is part of a 12-fas gen 
zybasheff, Toni Bonagura, Herman month program. sales | 
Dean, Walter Hortens, and Alex- ‘ F sumer 
onder Sets Franco-American Drive [comb 
Campbell Soup Co., Camden, §™anag 
= Typography and design were di-| N. J., will launch a new national fCompa 
rected by L. J. Ansbacher, New] C@mpaign in November for Franco- ftwo ye 
the of Beck Engrav- Years.” The schedule Walter 
ing Co. Philadelphia; Lakeside} black-and-white monthly tle. Th 
Press, Chicago (using the Deep-| insertions in The American Weck-§" 2 CO 
tone offset process), and Rogers-| ly, Good Housekeeping, Ladies §®sency 
Kellogg-Stillson, Inc., New York.| Home Journal, McCall’s and§than hi 
The type was set by Frederic Nel- Woman’s Home Companion. Wal- try buy 
son Phillips, Inc., and the binding or mo 
both of New gram, also will be used. 
_ | Wheelock Co., Philadelphia, is the 
Total number of impressions in| agency. 
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Washburn’s Running 
More Magazine Ads 
on Dried Vegetables 


Moscow, Ipa.—Its advertising 
pudget up 50%, Washburn-Wilson 
Seed Co. has launched its 1948-49 
consumer advertising program for 
packaged dried peas, beans, lentil, 
rice and barley with full-color ad- 
vertising in October Ladies’ Home 
Journal. This will be followed with 
ads in the November Journal and 
Good Housekeeping and with a new 
series in January carrying through 
the Lenten season. 

The campaign was announced by 
Herman Wilson Jr., head of the 
food products division. “The 


di- stepped-up advertising schedule for 
ok, 1948-49 is the result of substantial 
0; sales increases during the past year, 
ly, increases due in part to the fact 
that Washburn’s alone is the na- 
— tionally advertised, consumer- 
han § packaged brand in this field,” Mr. 
olor § Wilson said. The company used its 
vert first full-color national magazine 
olor § advertising last season. 
lion 
ono- § s The new advertising series places 
390,- B stronger emphasis on the brand 
for § name, Washburn’s, and reproduces 
ress Bthe cellophane package showing 
rent # the brand and the product. Each 
400; § advertisement features one prod- 
for § uct in the company’s line, but a tie- 
in panel plugs the entire line. Ap- 
nade § petite appeal of ready-to-serve 
roga, § dishes dominates each advertise- 
ages § ment. In addition, there is a step- 
the by-step how-to-make-it recipe 
st of § panel in pictures and text. 
et in November advertising features 
sker- § baked beans with cheese, and store 
John § tie-in promotion is being arranged 
1760. § with major retail outlets. 
Rich- Trade paper advertising is being 
John § carried in Chain Store Age, Na- 
com- § tional Grocers Bulletin, Progres- 
s the Bsive Grocer and Super Market 
and § Merchandising. A direct mail piece 
half- Boutlining the promotion went to 
fforts 8.400 wholesalers, chain store ex- 
detail Becutives and other distributors. 
vari- With the release of the campaign, 
Can-— Washburn’s also announced ap- 
pointment of Charles J. Holcomb 
a 12- fas general sales manager handling 
sales of Washburn’s line of con- 
sumer packaged foods. Mr. Hol- 
ive comb has been sales promotion 
mden,§™anager of John Puhl Products 
itional #Company, Chicago, for the past 
ranco- §two years. 
ig thei Advertising is handled by J. 
lea hy Walter Thompson Company, Seat- 
anes tle. The new program was based 
Week-§°" 4 consumer survey made by the 
Ladies’ §@8ency showing that slightly more 
; andgthan half the families of the coun- 
_ Wal-§try buy dried beans and rice one 
thing,’ or more times during the six 
e pro'gmonths from September through 


February. 


Three Join Gilbert 


Lance Harold Sobel, formerly 
director of publicity for the 
liffside Body Corp. of New Jersey, 
las been appointed director of 
merchandising and public relations 
if Gilbert Youth Research, New 
fork, market research and analyst. 
William Sorsby, formerly with 
foung & Rubicam, has been named 
mirector of new research of the 
‘mpany and George Goldberg, 
ormerly with Reuben H. Don- 
teliey Corp., has been appointed 
fesearch director. 


Un versity Names Elfenbein 


Julien Elfenbein, editorial direc- 
‘or of the home furnishing group 
ft aire Publishing Co., New York, 
las been named to the faculty of 
he division of general education 
tt l'ew York University. He will 
five a series of 15 lectures starting 
4t. 11 on business journalism in 
$00 eration with the Associated 
Sus ness Papers, Inc. 


to Martin Food 


.D. V. Pinkerton, formerly man- 
“nz director of the Preserve In- 
mm stry Council, has been named 
Mtector of sales and advertising 
* Martin Food Products, Inc., 
Micago. 


Chevrolet Names Armstrong 


W. F. Armstrong, vice-president 
in charge of manufacturing and 
real estate staffs of General Mo- 
tors Corp., Detroit, has been ap- 
pointed general manager of Chev- 
rolet Motor division. 


Francis Johlie Joins Toni 


Francis R. Johlie, formerly of 
Dancer-Fitzgerald-Sample, Chi- 
cago, and Culligan Zeolite Co., 
Northbrook, Ill., has joined the 
radio department of Toni Co., Chi- 
cago, as director of prizes and pro- 
motions. 


Elects Kirby and Draper 


Allan P. Kirby, president of the 
Alleghany Corp. and a director of 
the Chesapeake & Ohio Railway 
and F. W. Woolworth Co., and 
Dorothy Draper, interior decora- 
tor, have been elected members 
of the advisory committee of the 
Federation for Railway Progress. 


Kummel to Weintraub 


Gene Kummel, former adver- 
tising manager of John Hudson 
Moore, Inc., New York, has joined 
William H. Weintraub & Co., New 


York. 


McKesson Promotes Weber 


John J. Weber, assistant to the 
district drug sales manager of 
McKesson & Robbins with head- 
quarters in Chicago, has been ap- 
pointed district drug sales manager 
of the midwest region of the com- 
pany succeeding James L. Freeman, 
who has resigned to enter the 
ranching business in Texas. Mr. 
Weber joined McKesson & Robbins 
in 1939 as a salesman. 


Appoints Max Rarig 
Max Rarig of Rarig Motion Pic- 


tures, Seattle, has been named 


secretary of the Industrial Adver- 
tisers Council of Western Wash- 
ington. He succeeds Walt Irvine, 
who has sold his interest in Deers 
Press, Seattle, and retired. 


THE LETTER SHOP, Inc. 


431 6. Dearborn St., Chicago 5, Illinois 


cant cover California’s Bonanza Beeline 


without on-the-spot radio 


Just how important is the Beeline market? In total gross | 
buying power it is virtually equal to the State of 


In annual retail sales it surpasses 
Connecticut and Vermont combined.t+ 

Can you afford not to cover the Bonanza Beeline? 
Then be sure you use the right radio — on-the-spot radio. 
For this is a land ringed by mountains, high 


Washington. 


enough to turn away outside radio signals. 


You have the inside track when you’re on the five 


BEELINE stations . . . the old established favorites. 
In the Stockton area, for instance, people have been 


listening to KWG for 27 years! 


BEELINE stations the way you want, 
as a group or individually. 
tSales Management's 1948 Copyrighted Survey 


MCCLATCHY BROADCASTING COMPANY 


SACRAMENTO, CALIFORNIA 


KFBK 


Sacramento (ABC) 
10,000 watts 1530 kc. 
Going to 50,000 Watts Oct. 2, 1948 


1000 watts 630 kc. 


KOH 


Reno (NBC) 


You can buy the 


KWG 


250 watts 


Stockton (ABC) 
1230 ke. 


PAUL H. RAYMER CO., National Representative 


KERN 


Bakersfield (CBS) 
1000 watts 1410 ke. 


KMJ 


Fresno (NBC) 
5000 watts 580 ke. 
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Hotel New Yorker 
Starts Magazine Drive 


The Hotel New Yorker, New 
York, is launching a campaign in 
the Oct. 4 issue of Time featuring 
the fall attractions of New York 
and the Hotel New Yorker as the 
place to stay. 

Similar ads will appear in a 
number of business papers. The 
agency is Peter Hilton, Inc., New 
York. 


I specialize in writing effec- 
tive advertising copy. My 
famous research library is a 
treasure-house of new ideas 
for adding human interest to 
your product or your service. 


Alexander 
McQueen 


5222 N. LAKEWOOD 


‘Fortune’ Wheel 
Turns; Editorial 
Aims Redefined 


More Departments, 
Greater News Content 
Emerge in ‘New’ Book 


New Yorx—Eighteen-year-old 
Fortune became the “new For- 
tune” Friday, as the October is- 
sue, complete with new design 
and vastly changed _ editorial 
structure, reached readers’ hands. 

Superficially, the publication 
changed its format moderately, 
with logotype and department and 
lead story headings in Times Ro- 
man (a type style developed for 
the London Times by Stanley 
Morrison), and text in Scotch 36 


CHICAGO 40 


type instead of Bodoni. From the 


SOUND RESEARCH 
IS FOUNDED ON 
GOOD SAMPLING 


NATIONAL ANALYSTS, 


The most efficient sample plan for market research is 
one which has been designed to fit the particular prob- 
lem. There are many different ways of designing a 
sample. The plan which is most appropriate can best 
be decided by adequately trained research personnel. 


Among sample plans, the “area” method is far the 
most advanced technically and in many cases is the 
most efficient. To draw an area sample requires a 
great deal of skill, experience, and training. It also 
needs a vast amount of sample materials. These mate- 
rials include extensive detailed maps and statistical 
counts for the entire land area of the U. S. as well as 
aerial photographs for many parts of the country. 
These have been developed in conjunction with the 
U.S. Government over a number of years and at 
great expense. 


Arnold King, recently appointed managing director 
of National Analysts, Inc. brings with him ten years 
of experience in applying area sampling to practical 
problems. Not only has Mr. King directed a vast 
number of surveys using area sampling, but he played 
an important part in the fundamental research under- 
lying technique. The greater part of the area sampling 
materials used by the U.S. Government were proc- 
essed under his direction at the Statistical Laboratory 
at Ames, Iowa. 


National Analysts, Inc. has available all of the mate- 
rial necessary to produce area samples for the entire 
U.S. or any particular part of it. We believe we are 
the only commercial organization equipped to produce 
quickly and efficiently an area sample to fit your 


needs. 


Let us discuss your particular problem and the 
sampling methods that you have been using. See for 
yourself how area sampling can make your research 
dollar yield a greater return. 


Inc. 


standpoint of editorial content, the 
changes were much more marked. 
They included: 


a A “business roundup” with each 
issue to feature “the whole run- 
ning story of business-on-the- 
move.” Aug. 15 to Sept. 15 is 
featured in the October issue. 

A monthly “lead” story dealing 
with the current development 
judged to be of the greatest con- 
cern to U. S. business. The Octo- 
ber story is “Mr. Dewey’s Econ- 
omics.” 

A “group profile” article, cover- 
ing “distinguishable categories of 
American leaders.” Featured in 
the October issue are U. S. scien- 
tists. 

A new labor department, which 
will attempt to report the inside 
pressures and rivalries, etc., with- 
in the labor movement. 

A new law department, “to 
provide a communication channel 
between lawyers and _ business 
men.” 

A new technology department, 
in which newly-invented ma- 
chines and techniques of produc- 
tion will be explained. Industrial 
progress in the use of brazing is 
discussed in the October issue. 


a In addition, there are more 
story titles, and generally shorter 
articles in the issue. Whereas 
there were formerly eight or ten 
stories of 6,000 words and some 
shorter, now greater flexibility 
has been provided, and _ stories 
will run from 500 to 6,000 words, 
with more short stories and few- 
er longer ones. Established de- 
partments which are retained in 
the “new” version include Elmo 
Roper’s Survey of Public Opinion, 
the Executive Forecast of coming 
economic conditions, and reviews 
of new books. 

To produce the new monthly 
“business roundup,” somewhat 
immodestly but perhaps truth- 
fully described as “the most dif- 
ficult of all journalistic assign- 
ments,” Fortune has set up a full- 
time staff, headed by Robert T. 
Elson, since 1944 chief of Time’s 
Washington bureau. As assistant 
managing editor of Fortune, he 
will work in New York. Assisting 
him and covering business devel- 
opments in their respective ter- 
ritories are Penrose Scull, chief 
of Time’s Chicago bureau since 
1946; Fritz Goodwin, San Fran- 
cisco bureau chief since 1945; and 
Holland McCombs, who in the 
past eight years has headed Time 
bureaus in Buenos Aires, Rio de 
Janeiro, and Texas. 


a John K. Jessup, formerly chief 
editorial writer on Life, has been 
moved into the new post of chair- 
man of Fortune’s board of editors. 


Production, too, has been 
stepped up to provide more timely 
publication of material, with four 
printers instead of one producing 
the book. Jersey City Printing Co. 
continues to handle gravure work; 
R. R. Donnelley & Sons, Chicago, 
will print black-and-white and 
two-color letterpress, as well as 
offset; Clement of Buffalo will 
print the four-color letterpress, 
and Newman-Rudolph, Chicago, 
will handle four-color offset. 
Binding and mailing will be done 
at the Donnelley plant. 


American Safety Razor 
Launches Lighter Drive 
The American Safety Razor 


Corp., Brooklyn, will launch a 
campaign for the A. S. R. Lighter 
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with six successive color ad 
starting in the Oct. 4 issue of Life 
In addition a full page in Vogu 
and a half page in Esquire ar 
scheduled for the holiday gif: 
issues in December. 

The slogan, “The Lighter that 
Lights,” will be used in all ad:. 
A cooperative newspaper campaig , 
in connection with departmert 
stores and jewelers is plannec. 
Federal Advertising, New Yor!, 
handles the magazine campaig 
and Simons-Michelson Advertisin; , 
Detroit, places the cooperative 
advertising. 


Keller Joins Cohen 


Ted W. Keller, formerly with 
Wesley Associates, New York, has 
joined the Harry B. Cohen Ac- 
vertising Co., New York, as an 
account executive. 


... crucial 
journey ! 


From drawing board to a page in a publication is a crucial journey 


for your four-color creations. Whether the journey ends happily— 


with brilliant reproduction as true to the art work as humans can 
make it—depends on the eye and hand of that key man, the 


color etcher. 


The skilled color etchers of Laurence see themselves as 


PARTNERS of each art director, artist and photographer whose 
work they interpret. They are as eager as you are to reach 
perfection—the artistic fulfillment of sound advertising ideas in 


strict compliance with the mechanical requirements of publications. 


“Let’s call Laurence” is another way of saying, 


“Let’s get it done RIGHT.” 


FOR QUALITY PHOTO-ENGRAVING 


LAURENCE, INC. 


CHICAGO 


The Fashion World 


for 
ADVERTISING AGENCIES 


VICTOR VITO ASSOCIATES 


announce the beginning of a new service to 


"Package 


complete with national publicity for a one month period 
for the launching of new products or promoting the old 
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Washington ° Philadelphia ° San Francisco 
Executive Office — 1425 Chestnut St. — Philadelphia 2, Pa. 


A Complete Marketing and Research 
Organization with National Coverage 


MANUFACTURERS RETAILERS 
AND PUBLIC RELATIONS OFFICES 


1 WEST 57th STREET NEW YORK Plaza 3-6905 


i 
| 
i. 
/ 
| 
: 
<i 
| 
wa O 
ider 
| 
| 
sie 
>. 
| 


Age 
number 


M. M. ROBERTS 

Advertising & Merchandising 
HUDSON MOTOR CAR COMPANY 


read Advertising Age regularly at my home with con- 


iderable interest. I find your information on trends, your sta- 


ss. istical information and your news on campaigns and pro- 


i 
rams especially worth while. In addition, I value Advertising 


NG 


ge for its fast reporting on major current events in our pro- 


ssion. It is my ‘number one’ publication for news of the 


dustry.” 


dvertisin 


eR 
THE NATIONAL 


ge 
MARKETING 


* 


+—+ 


=) 


905 


M. M. ROBERTS 


Meet the man—M. M. (Bob) Roberts— 
whose hard-hitting Hudson Motors 
campaign last year drew more than 
ten million people into the salesrooms 
in one week. Mr. Roberts has been 
with the Hudson Motor Car Company 
since 1934, was appointed Director of 
Advertising and Merchandising in 
1941. Drawing on advertising and 
selling experience in the automobile 
field dating back to 1916, Mr. Roberts 
was the sparkplug in the Hudson 
campaign which set an all-time rec- 
ord of results for the Industry. 


mportant people! 
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Disagrees with Ad-libber; 
Creative Work ‘Unequalled’ 

To the Editor: “Ad-libbing” of 
Aug. 30 quoted a critic of our pres- 
ent day agencies. A creative void, 
he said, existed. Agencies made 
their presentations to clients de- 
tailed and complicated, scientific 
and thorough—because their ads 
have no “selling that sings.” 

McKim Advertising Limited dis- 
agrees. Today we are seeing crea- 
tive advertising unequalled by the 
masters of the past. Sure—there 
are some poor ads—it was always 
thus. But there are many that 
really soar ... and “sing” in a 
great, full chorus. 

But what your friend doesn’t 
realize is that, instead of great 
“name” copywriters—worshipped 
from afar by countless lesser ad- 
men—great ads are now being 
created by teamwork. Groups 0: 
experienced (and brilliant) copy- 
writers are producing topnotch 
buy-catching advertising today. 

Research and merchandising 
have their places in the back- 
ground of advertisements. Even 
the best ad must be capable of 
thorough merchandising explana- 
tion, and almost always needs 
“digging” for background. But 
you can’t confuse the client with 
statistical charts or empty phrases. 
He is interested in the ads—those 
about “merchandising techniques” 


This department is a reader’s forum. Letters are welcome. 


which sell his product. 

Believing in the teamwork idea 
for development of advertisements, 
McKim Advertising Limited has 
appointed two creative chiefs. One 
is a first-class advertising artist 
and illustrator. The other is a 
brilliant copyman. Both have 
proved merchandising know-how. 
Both have the rare ability to vis- 
ualize. Each has a strong respect 
for the personality and ability of 
the other. Because they work to- 
gether in the creation of idea and 
construction of the advertisement, 
the teamwork example goes right 
down the line, all of our copy- 
writers and artists working in close 
harmony. 

In addition to refinement of the 
central idea, every facet of an 
advertisement is considered before 
a word is written. A crystalliza- 
tion of the ad-theme makes the 
whole advertisement clear—then 
the right copy and the right illus- 
tration become self-evident. Copy 
and art merge into a unified whole, 
with the job the ad has to do 
as the important object. Every 
team-inspired action is devoted to 
the same end—that of creating an 
advertisement that will make the 
reader want to buy the product. 

The day of the virtuoso has 
passed. Advertising has grown up. 
It is big business now. There’s no 
room for golden-haired boys. We 


Where else in the 


UNITED 
STATES 


Can the national advertiser reach 


every newspaper reader in a rich 


metropolitan city area of over 
500,000 population for as little 
as 55c per line daily and 50c 


per line Sunday ? 


The Courier-Journal 
and Louisville Times 
give their advertisers 
15%-or-better cover- 
age in 70 counties of 
the rich Kentuckiana 
area. 


Che Conrier-Journal 4 


‘THE LOUISVILLE TIMES 


335,585 DAILY @ 


268,044 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


feel that we have put something 
better in their place. And this id a 
of teamwork is a thought you 
might pass on to your friends. 
JAMES BAXTER, 
President, McKim Advertising 
Ltd., Toronto. 


Missouri Pacific Posters 
Promote Freight Service 

To the Editor: In a recent issue 
of ADVERTISING AGE there was a 
most timely editorial about the 
failure of the railroads to advertise 
their freight service. 

You'll be interested in knowing 
that the Missouri Pacific for the 
past six months has been conduct- 
ing an outdoor poster program of 
this kind in 28 principal cities 
alqng our lines. Photographs show- 
ing three of the posters are at- 
tached. 

Ray MAXWELL, 
Director, Publicity-Advertising, 
Missouri Pacific Lines, St. Louis. 


We are delighted to learn that 
Missouri Pacific is aggressively 
promoting its freight service. Other 
railroads should do likewise. 


Supplies An Answer 
to ‘Forbes’ Reporter 
To the Editor: Re: Article in the 


Sept. 13, 1948, issue entitled: “Big 
Agencies Bat Well As ‘Forbes’ 
Asks Ad Defense.” We object. 


We object strenuously to the 
general statement that smaller 
agencies do not have the time to 
adequately handle the finer de- 
tails of public relations. 

We further object to the infer- 
ence that a high degree of success 
can only be attained by the larger 
agencies. 

Although our agency has only 
been in existence for two years, 
we have answered all mail di- 
rected to us by anyone with the 
exception of those letters that were 
definitely form letters concerning 
sales material that was of no in- 
terest to anyone in our agency. 
In fact, and maybe I’m sticking 
my neck out, I know of at least 
two dozen agencies in New York 
City that may be defined as small 
or moderately sized who would 
have answered any letter that the 
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AVERAGE TO SHIPPER. 


ONLY PER TON MIL 


PROMOTES FREIGHT SERVICE—Missouri Pacific Lines is promoting its freight service 


with this outdoor poster series in 28 on-line cities? 
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Forbes reporter would have sent 
to them. 

In answer to the dilemma posed 
by the reporter as to what adver- 
tising did for him as a citizen dur- 
ing these inflationary times, I 
would like to first tell him that 
without advertising, times would 
be far more inflationary. By using 
reverse English, we might easily 
deduce that without written or 
oral advertising, the consumer 
would not have the generai knowl- 
edge of prices for any given com- 
modity, whether it be a necessity 
or luxury. Consequently, when the 
consumer went out to purchase 
anything, he would be at the mercy 
of the store in which he was mak- 
ing his purchase unless he were 
a conscientious shopper and would 
visit ten to 15 competitors in 
his community. 


We believe that 
saves him the necessity of shi 


ping, and if we wished to get m 


basic about it, by saving him fo 
steps, we not only save him s! 
leather but conserve an awful 
of his energy. 

Thus, generally speaking, adv 
tising for one thing is informat 
and assists the consumer dur 
inflationary and non-inflation 
times in learning what is going 
in the markets where he does 
purchasing. 

Number two, by advertising, 
consumer is protected from ma 
cious merchandising. It is m 
certainly true that a man \ 
advertises the wares he is sell 
stands behind that merchandi 
whether it be branded or 1 
Of course, we, as an agency, | 
lieve wholeheartedly bra 


If you’re after the big ones—the 

big buyers—it’s the one on the right. 
His income—among the highest for all 
big magazines—is spent on everything 
that goes into his home and on his 
family. It’s BH&G’s 100% service 
content, by meeting completely 

his interest in home, that screens 


over 3,000,000 of him for you. 
America’s First Service Magazine 
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names. It is our belief that by 
selling branded goods, the retailer 
is protected in his sales policies 
by the manufacturer, and the con- 
sumer is doubly protected by the 
retailer and the manufacturer. 
However, be that as it may, we 
st.ll believe that advertising helps 
the consumer by protecting him 
against poor merchandise. 
[ guess I could go on and on 
about the advantages of advertis- 
ng, but to get back to‘ our basic 
theme—in regard to advertising 
during inflationary times—adver- 
tising is not any more guilty of 
& creating a demand for unwanted 
goods and thus causing inflation 
o a certain extent than the 
ousewife who visits her nearby 
utcher and spends an exorbitan' 
mount for steaks when other 
ower priced meats are obtainable. 
It is our belief that the vast 
ajority of Americans are intelli- 
vent enough to appreciate the true 
ralue of what they read or hear 
hrough advertising channels .. . 
‘onsequently, we believe that by 
ringing to the eyes of Americans 
he many commodities that will 
elp them live a better life, we 
pre creating a new market for the 
urchasing dollar. We are at- 
empting only to make present and 
uture ideas of better value to the 
merican people. If we can ever 
set labor to produce according to 
he demand that we obviously 
‘reate, then it must be conceded 
hat there would be no inflation. 
n short, we may create the de- 
nand, but if labor will create the 
upply, there will be a definite 
balance of powers and we honestly 
believe that competition would 
ake care of prices under these 
onditions. 


Norman S. GILBERT, 
Norman S. Gilbert Co., New 
York. 


elano Is in Minnesota 

To the Editor: Anent your 
ster photo, “Safety Boost,” in 
otographic Review, AA, Sept. 20, 
me must tell you: 

.B1. You have the thanks of De- 
no Granite Works for the kind 
ords. 

2. You have a traitorous atlas; 


ean = elano is Minnesota’s town, not 
mfg sconsin’s. 

3. You will probably be hissed 
man “& claimants to a First for the 
is WE CAN WAIT angle in mem- 
advertising; the adaptations 
1 or "Be many. 
gy 4. You can stand up to ’em— 
in b 


‘Bclano, we’re quite sure, started 


E. L. STOCKINGER, 
Lacher & Stockinger, St. 
Cloud, Minn. 


arifies Blue Cross, 

ue Shield Positions 

the Editor: We received a 
pping dated Aug. 16 taken from 
ur publication, reporting a 
ech by Edward N. Mayer at a 
ue Cross-Blue Shield Public Re- 
tons conference held in Chicago 
Aug. 5 and 6. 

| vould like to call your atten- 
n‘o a slight error in your story. 


iQ 


the fourth paragraph, you refer| 
he Blue Cross and Blue Shield | 


minissions of the American Hos- 

“ Association. The Blue Cross 
mmission is an integral part of 
American Hospital Association 
s usually referred to as the| 

te Cross Commission of the} 

‘erican Hospital Association. 

‘he Blue Shield Commission, 


ever, is the governing body of| 


koc ated Medical Care Plans, a 
-profit Illinois corporation 
th serves as an association of 
¢ Shield Plans and is quite dis- 
* from the Blue Cross Commis- 


"hereas the Blue Cross Com- 

’1 is concerned with prepay- 
t hospital plans, Blue Shield 
mission is concerned with pre- 
nent medical plans. 
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Also, whereas the Blue Cross 
Commission is a part of the Ameri- 
can Hospital Association, our or- 
ganization is a separate corpora- 
tion maintaining close liaison with 
the American Medical Association 
but not as an integral part of it. 

FraNK E. SMITH, 

Director, Associate Medical 

Care Plans, Chicago. 


Challenges ‘Static’ Market 


To the Editor: In reference to 
your editorial on the announced 
reason for the Bob Hope—My 
Friend Irma switch (“Shifting 
Radio Audience,” AA, Sept. 13): 

How can you reconcile your 
terming Hope’s audience and mar- 
ket “static” with the rather well- 
accepted concept of a market and 
audience as a passing parade—a 
parade that is forever changing 
passing on, dying and being born!? 

Have you forgotten those new 


prospects for a product who are 
just now joining that parade by 
reason of age, marriage, economic 
attainment, etc.? 
Ray A. HERMANN, 
Media Department, Foote, Cone 
& Belding, Chicago. 


Perhaps if Mr. Hermann will 
take the trouble to re-read the 
whole paragraph from which he 
took the “static” sentence out of 
context, he will agree that it makes 
pretty good sense. 


Confusion of Ad Claims 
Irks Agencyman 

To the Editor: The enthusiasm 
with which the new product mar- 
ket makes claims which have long 
been established is very often dis- 
turbing. 

Page 95 of the September 18 Sat- 
urday Evening Post prints the ad- 
vertisement herewith make 
rooms smile brightly just ‘Wons- 


over’ lightly”]. The writer con- 
tends that the “Now at last!” 
theme not only implies but defi- 
nitely claims that previous to 
Dutch Boy’s new interior paint the 
market lacked “A real oil paint 
that really covers in one coat yet 
really washes bright as new.” This 
is far from fact. 

Several manufacturérs have for 
years marketed genuine oil paints 


that covered in one coat and were) | 


washable as well. Among these 
products are Flat Lux, produced 
by the Patterson Sargent Co. of 
Cleveland, and Uni-Tex, manu-| 
factured since 1941 by our client, | 
the Elliott Paint & Varnish Co. of 
Chicago. 

The practice of dressing up “old 
claims for new” should be abol- 
ished, since it leads only to con- 
fusion in the consumer market. 

MILTON J. KLEE, 

President, McGiveran-Child 


Co., Chicago. 


DIESEL 
PRODUCTS 


®lits readers are now buying 
for the Diesel market. Directed 
to active purchasers. 


Edited ond Published by REX W. WADMAN 


~2 WEST ST.. NEW YORK 19, N.Y 


| 


OWNING AND OPERATING RADIO STATIONS WIPS AND WIPS FM 


New Orleans’ retailers have known it 


for years! Smart national advertisers 


are finding it pays! 


You, too, will make 


more sales faster 


when you follow the powerful morning 


Times-Picayune with the influential even- 


ing States . . . reach two ready-to-buy 


audiences with one low-cost coverage. 


Get the facts! 


Total Number Homes in New Orleans .....181,100 


Combined City Circulation: 


The Times-Picayune (AM) and States (PM)... . 180,947 


Plus 78,158 


additional trade area readers 
Sunday City Circulation 


Plus 120,162 


additional trade area readers 


Source. 


Sales Management 1948 


ABC Publisher's Statement 3 Months 


Ending March 31, 


1948 


MORNING 


SUNDAY 


EVENING 


MEMBER A.N.A. Network 


REPRESENTATIVES: JANN & KELLEY, INC. 


73 
ig, — 
: 
| 
Sees 
to sell a 
| 
«& 
£ 
££ 
| | 


‘Post-Dispatch’ Annual 
Chicago Phone List Out 


The St. Louis Post-Dispatch 
strengthened its friendships in 
Chicago last week by distributing 
its annual listing of telephone 
numbers and addresses of Chicago 
agencies, publishers and radio 
representatives, transcription pro- 
ducers, travel ticket offices and 
allied interests. 

E. M. Roscher of the P-D in 
Chicago said his office was del- 
uged with requests for the list 
in the preceding week, when all 
phone exchange numbers were 
changed. 


to reach millions 7 
of school children 


INSTRUCTOR 


‘Plug-in Strip’ 
Given Big Boost 
by Nat'l Electric 


PrrrsspurcH — National Electric 
Products Corp. is giving its new 
“plug-in strip” the most extensive 
advertising and sales promotional 
campaign ever put behind a new 
product in its line of electrical 
roughing-in materials. 

The plug-in strip, on which 
field testing was recently com- 
pleted, is a steel raceway which 
has electrical outlets every 6” or 
18” along its surface. It is designed 
for installation on walls, counter 
or assembly benches, where it pro- 
vides a spread of electrical outlets 
for the use of a variety of products, 
such as lamps, radios, clocks, signs, 
dictating machines, soda fountain 
mixers, display turntables and 
small power tools. 

National Electric has withdrawn 
its regular advertising for wire, 
conduit and cable for the remain- 
der of 1948, replacing it with page 
color advertisements for the plug- 
in strip. This media list includes 
American Builder, Architectural 
Record, Buildings, Electrical Con- 
struction and Maintenance, Elec- 
trical Wholesaling, and Industrial 
Equipment News, and two-column 
copy has been scheduled for Busi- 


am 
yarest and ane li 
jog, APP peace 
of bY: 
a fof 
7000 BEAMED 
CIRCULATION 


Accessory equipment ond materials manufacturers............ 
Archi Iti i ond interior decoraters.... 


Closing date for January issue, 
December 1. Write for details. 


NEW ADVERTI 
POLICY .. 


For the first time in I. E.’ 

advertisers 
invit 

oe to take full advan- 

vast lighting market . , 

their selling story to the men 


equipment, materials 
ponent parts. 


-LIGHTIN G 


January 1949 issue pene- 
trates huge buying field. 


Penetration of the 
- to tell 


y lighting 
and com- 


no | READ 
Study jr, 


ILLUMINATING 
ENGINEERING 


51 MADISON AVENUE 


° NEW YORK 10, N.Y. 


The Journal of the Illuminating Engineering Society 


FARM EDITORS IN CAPITAL—C. L. Mast Jr., editor and publisher of Agricultural 

Leaders’ Digest and secretary of the American Agricultural Editors Association (right), 

was elected vice-chairman of the National Agricultural Savings Bonds Committee at a 

meeting in Washington. Shown here with Mr. Mast and John W. Snyder (left), Secre- 

tary of the Treasury, is Paul Sanders, editor of Southern Planter and president of the 
American Agricultural Editors Association. 


ness Week, Chain Store Age and 
Department Store Economist. 

Premotional material includes 
an easel presentation for sales- 
men’s use, electrical transcriptions 
for meetings, and folders, cards, 
blotters, etc. 

Ketchum, MacLeod & Grove 
handles the account. 


‘Boston Post’ Executive 
Will Head Controllers 


W. F. Carley, president of the 
Boston Post, was elected president 
last week of the Institute of News- 
paper Controllers and Finance 
Officers. 

Other officers named at the 


group’s convention in Chicago 
include: Vice-president, H. B. 
Crump, Nashville Banner; 2nd 


vice-president, Clark A. Renwick, 
Detroit Free Press; treasurer, W. J. 


Hempstead, Jersey Journal, and 
secretary, Roy N. Walden, South 
Bend Tribune. 


Appoints Bond 


Joe Bond, formerly publicity 
director of the Campbell-Ewald 
Co. of New York and Fletcher D. 
Richards, Inc., New York, has 
been appointed publicity director 
of the new New York office of 
Campbell-Ewald Co. Jud Kinberg, 
former editor of the U.S. Army 
newspaper, Observer, in the Berlin 
area, has been named assistant to 
Mr. Bond. 


‘Look’ Appoints Two 


Charles W. Goit, formerly with 
Fortune, and Clint Howell, former- 
ly with Ladies’ Home Journal, 
have joined the advertising staff 
of Look, New York. Mr. Goit will 
specialize in soft goods accounts. 


Convair Finances 
Airplane Purchases 


New YorK—Floyd B. Odlum 
has announced that an equipment 
finance company has been formed 
to finance the lease and sale of 
airplanes to airlines and others. 

President of Atlas Corp., largest 
investment company, and chair- 
man of Consolidated Vultee Air- 
craft Corp., Mr. Odlum pointed 
out that while the new company 
is qualified to finance the pur- 
chase of any type of plane or plane 
parts, at the start it will be con- 
cerned with buying from Convai: 
and leasing to airlines 100 Con- 
vair-Liners. Airiines will have 
option to buy the planes at an) 
time during the term of the lease 

By selling a block of 100 planes, 
Mr. Odlum said, Convair can keep 
the price down to individual lines. 
A feature of the arrangement is 
that each lessee may rent planes 
temporarily to meet peak loads 
and service emergencies. 

Capital to be provided by the 
finance company, first suggested 
in an interview with Mr. Odlum 
(AA, May 10), will exceed $50,- 
000,000. 


Donahue & Coe Will 
Handle Council TB Drive 


Donahue & Coe, New York, 
will serve for the second year as 
volunteer agency on the Adver- 
tising Council’s Fight Tuberculo- 
sis campaign. Jeremy Gury, vice- 
president of the agency, will again 
supervise preparation of the ads 
for the drive. 

Douglas W. Coutlee, advertising 
manager of Merck & Co., is coor- 
dinator and Judy Kwis is the 
council’s staff executive on this 
project. 


There’s a chuckle on each page of the 
new James Gray Inc. 64 page 
service brochure—plus 

plenty of practical production 


data for the mailadvertiser 


and printing buyer. 


Mail the coupon for your free copy: 


Get your free copy of 


“Men 


Okay Gray! 


Name 


Send a free copy of “Men At Work” to: 


Company 


Address 


City 


Zone____State 


James Gray, Inc. 
Lithographers * Lettercraftsmen * Printers 


216 East 45th Street * New York 17 * MUrray Hill 2-9000 
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Purity Bakeries 
|Re-Sells Cotton 
Bags in Dress Kit 


lum 

ent BEAUMONT, TEX. — Purity Bak- 
ned eries Corp., through its subsidiary, 
} of Taystee Bread Co. here, in a test 
ee. starting today will introduce a sew- 
gest ing kit containing buttons, thread, 
air- § nd four and a half yards of used 
Air- four bags in cloth-printed patterns 
ated for making into a dress, in local 
a retail stores here. 

owl The purpose of the kit is to re- 
lane cover 100% of the cost of the cot- 
eon bags in which the company gets 
nog the flour it converts into Tastee 
and Grennan cakes. The kit, 
1ave F which will be distributed via the 
-_— company’s bread trucks, is a cello- 
— phane envelope containing a dress 
a pattern book and four used flour 
04 bags in colored patterns. The pat- 


terns were selected through a sur- 


ea vey of 2,000 women. 
oads The kit will be sold for slightly 
~~ Mless than $2 and is billed as a $5.75 
the value if the cotton material were 
sted sold new as piece goods and the 
um sewing items were sold separately. 
$50,- The pattern book contains 21 de- 
’ Bsigns, from which the purchaser 
selects one. She mails the pattern 
number and 20 cents to a New York 
syndicate which sends the pattern 
postpaid. 
York, 
ur as B@ The kit will be urged on the 
lver- Berocer as a traffic builder and a 
culo- Byood profit item with a healthy 
vice- Bnarkup and will be promoted on 
4gain Behe consumer level as a dress bar- 
} ads sain and shopping time-saver that 
ising eliminates hunting for matching 
coor- Mhread and buttons. 
; the R. F. Nylen & Associates, Chi- 
this Jago, merchandising and advertis- 


ng consultant, designed the kit in 
‘cooperation with the National Cot- 
on Council and the Textile Bag 
lanufacturers Association. They 

mre promoting sale through com- 
iercial bakers of their used cotton 
bags as dress material in an at- 
empt to hold the line against the 
rowing paper industry (AA, Sept. 
3). 

Production of the kit will be han- 
lied through Nylen, which will 
lso promote the kit among local 
rocers. Nylen says that the kit will 
hot be promoted in Purity’s adver- 
ising nor will it be tied in with the 
ompany’s products on display, be- 
ause the company does not wish 
0 handle inquiries. A four-color 
boster to be supplied to grocers will 
arry only the Nylen name, not 
Purity or Tastee. 

Nylen said that several other ma- 
or commercial baking companies 
lave been contacted and may adopt 
he merchandising plan if the test 
lere is successful. 


VN. Y. Times’ to Launch 

ational Business Unit 

The New York Times will pub- 
sh its first national and interna- 
ional business and financial re- 
lew section in its Jan. 3 edition. 
Present plans call for the section 
0 include a complete picture of all 
acets of U.S. trade and industry, 
‘well as review of current trends 
nd forecasts. The domestic sec- 
lon will be similar to the annual 
ditions published by the news- 
aper in prewar days. 


\d Association to Meet 


Advertising Association of the 
est will hold its mid-winter con- 
fence in Santa Barbara, Cal., 
an. 23-26. The 46th annual con- 

fntion will be held in Vancouver, 
June 26-29. 


on Pickens to Resign 


Don Piekens has announced his 
‘ignation, effective Nov. 1, as 
‘neral manager of the California 
“wspaper Advertising Service, 
en Francisco. 


‘nes Joins Fred Gardner 


eorge M. Denes, formerly with 
“eral Advertising Agency, New 
'k, has joined the Fred Gardner 

New York, as_ production 


Annable Opens Own Agency 


Ruth Annable, formerly art and 
production director of Bullock’s, 
Los Angeles, has opened the Ruth 
Annable Agency at 622 S. West- 
moreland Ave., Los Angeles. The 
agency will function as a registry 
for free-lance artists as well as a 
placement bureau for artists and 
art directors. 


Sieck Agency Moves Offices 

H. Charles Sieck, Inc., Los An- 
geles agency, has moved to new 
offices at 407 Commercial Center 
St., Beverly Hills. 


Morrison Promoted 


John W. Morrison, Michigan rep- 
resentative, has been named to the 
newly created position of assistant 
sales manager of National Mfg. 
Corp., Tonawanda, N. Y., manufac- 
turer of Security brand asphalt 
roofing products and Luxall brand 
paint products. 


Bersworth Names Cory Snow 


Bersworth Chemical Co., Fram- 
ingham, Mass., manufacturing 
chemist for industry, has placed its 
advertising with Cory Snow, Inc., 
Boston. 


Fairchild Names Basford 


G. M. Basford Co., New York, 
has been appointed to handle the 
advertising and public relations of 
the newly-organized Fairchild Re- 
cording Equipment Corp., an affil- 
iate of Fairchild Camera & Instru- 
ment Corp., Jamaica, N. Y. 


Eterna Watch Plans Drive 


Eterna Watch Co. of America, 
Inc., New York, will launch a fall 
campaign in national magazines 
and Sunday newspaper magazine 
sections. Samuel Croot Co., New 
York, is the agency. 


Bates Shoes Promotes Ryan 


Francis E. Ryan, sales manager 
of Bates Shoe Co., Webster, Mass., 
has been promoted to vice-presi- 
dent in charge of sales. 


STOCK CUTS 


Complimentary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 
San Francisco 5, California 


‘ager. 


CHEW 
CRUSOES 
COCOANUT 


—but there are millions of people with billions 


to spend in the great and rich Los Angeles A.B.C. City and 


Retail Trading Zones where the Herald-Express has thousands 


more readers than any other daily. 
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A proven medium! 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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Shoe Meeting Will 
Hear Four-Point 
Promotion Program 


Cuicaco— When the National 
Shoe Manufacturers Association 
and the National Shoe Retailers 
Association meet here for the 
Shoe Fair, Oct. 25-28, a new four- 
point merchandising and promo- 
tion program will be unveiled. 

The four points—calculated to 
develop broader understanding of 
the health and fashion importance 


ACRES 


OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 


There's untold wealth at your elbow! 
15 million Negroes spend 10 billion 
dollars a year on every type product! 
Reach this big buying public through 
the Negro ros. For information write 
interstate United Newspapers, Inc., 545 
Fifth Avenue, N. Y., serving America's 
leading advertisers over a decade. 
N OTE: We now have facts compiled by the 
® Research Co. of America on brand 


ry of Negroes from coast to coast. 
tite now for this free information. 


of shoes—will include: 

1. Education of women to im- 
portance of shoes in wardrobes, 
and color coordination. 

2. Education of men on the “sar- 
torial, health and wear” advan- 
tages of several pairs of shoes, to 
be worn for different occasions and 
seasons. 

3. Greater emphasis on _ foot 
health in selection of shoes for 
children. 

4. Development of effective mer- 
chandising and sales ideas at re- 
tail level. 

The program will be outlined at 
an evening meeting at the Palmer 
House, Oct. 25. 


Nettleton Names Freund 


A. E. Nettleton Co., Syracuse, 
maker of Nettleton shoes for men 
and women, has appointed the 
Morton Freund Advertising Agen- 
cy, New York, to handle its adver- 
tising. 


To Behel & Waldie & Briggs 


Donald L. Campbell, who form- 
erly operated his own firm, Donald 
L. Campbell Associates, Chicago, 
has joined Behel & Waldie & Briggs, 
Chicago, as an account manager. 


PARENTS’ MAGAZINE receives a higher 
intensity of reader-interest than any other 
magazine,according to Dr. Raymond Fran- 
zen’s new audience survey made among 
1,000 subscribers from coast-to-coast! 


Naturally, this special interest in the mag- 
azine results in a high degree of effec- 
tiveness for the advertising it carries. 


If you have not already received your 
copy of the new 60 page report, “Reader 
Heat”, be sure to call or write today. 


The 13 basic fields of interest which bring magazines close to 


the lives of readers were investigated with these questions: 


1. Which magazine do you read most 
thoroughly? 

2. Which magazine do you keep longest? 

3. In what magazine do you find most 
articles of particular interest? 

4. What magazine is most important to 
you for recreational reading ? 

5. What magazine provided the most good 
suggestions that you have applied? 

6. What magazine is most helpful in keep- 
ing you and your family in good health? 

7. What magazine do you find most help- 
ful with family problems ? 


MAGAZINE 


8. What magazine is most helpful in 
bringing up children? 

9. What magazine gives you the great- 
est confidence in the things and services 
advertised in its pages? 

10. In what magazine do you most often 
find topics for discussion with your 
husband? 

11. In what magazine do you most often 
find topics for discussion with family 
members other than your husband? 

12. In what magazine have you recently 
reread a particular article? 

13. From what magazine do you keep 
most Clippings? 


read by more than 1,200,000 
families with children 


52 Vanderbilt Avenue, New York i7, N. Y. 
Atlanta-Boston-Chicago-los Angeles-Son Francisco 


Hills Bros. Ads 
in 500 Newspapers 
Featuring Recipes 


San Francisco—In what is re- 
puted to be a first for its field, Hills 
Bros. Coffee, Inc., here, is break- 
ing a national newspaper advertis- 
ing campaign in which recipes are 
featured. 

The campaign, which will run 
through Nov. 30, is appearing in 
more than 500 daily newspapers 
between Cleveland and the West 
Coast. The ads range in size from 
30 to 60 column inches, with week- 
ly insertions in a majority of the 
papers, twice weekly in the rest. 

Using recipes of all kinds, the 
ads plug foods and dishes that are 
“good together” with coffee. One 
layout, for example, uses the head- 


line: “Good together—for break- 
fast ... hot corn bread .. . hot, 
hot coffee.” 


T. C. Wilson, vice-president in 
charge of advertising for Hills 
Bros., told ApVERTISING AGE that, 
as far as is known, his company is 
the first coffee supplier to go “all 
out” on the recipe technique. 

Hills Bros. also is featuring its 
newly-revised edition of a 28-page 
booklet, “The Art of Coffee-Mak- 
ing,” in this new ad series. Large 
space ads have coupons, while the 
reader is invited in the smaller ads 
to send for his free copy of the 
three-color booklet. 

Most of the advertisements in the 
series also make use of the “tell 
all” copy technique, also somewhat 
of an innovation for coffee adver- 
tisers, according to Mr. Wilson. 

N. W. Ayer & Son, Inc., here, is 
the agency. 


Boone Joins Winchester 


John T. Boone, formerly sales 
manager of the Animal Trap Co. of 
America, has been appointed as- 
sistant sales manager of the fire- 
arms and roller skate divisions of 
Winchester Repeating Arms Co., 
New Haven, Conn. 


Rex Appoints Kidder 


Fred Kidder, formerly on the 
sales staff of Station WCOP, Bos- 
ton, has been appointed sales pro- 
motion manager of Rex Venetian 
Blind Co., Boston. 


Velmar Names Marquis 
Francis Marquis, New York, 

public relations, has been named 

to handle the publicity of Andre 


Velmar, fashion designer. 
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Jack Pearl. 


tive shrieks) 


and applause) 


a foreigner.” (riot) 


(riot and stampede) 


controlled frenzy) 


Says Costello: “I get all my policeman’s cookies from him 
(pause) you know, cop-cakes.” (unrestrained guffawing) 

“IT call my car ‘baby’ because I have to change the seat 
covers every day.” (mass convulsions) 

“Order in the courtroom! — I’ll have root beer.” (apprecia- 


“I’m the Justice—I’m Justus good as you are.” (whistling 


In Jack Pearl’s case his low Dutch gutturals spray the 
face of straightman Cliff Hall. The home audience cannot 
enjoy this delightful bit of visual humor but in the studio the 
spectators explode, magnified to the nth power thanks to 
the cooperation of the laugh-mike engineer. 

Says Pearl: “Queen Mary speaks pretty good English for 


“T won a medal for electrocution—You mean elocution?— 
No, I mean electrocution, I murdered the King’s English.” 


“My name is Vladimir, I’m a Pole.” 

“My name is Laslos, I’m a Pole.” 

“My name is Schmo. I’m for Wallace.” 

“Here, here. No electioneering between the Poles.” (un- 


Now, you know it isn’t that funny. 


Teleradio Mans Corner 


Yells, hoots, screams and loud whistling appear to increase 
in volume as the jokes on comedy shows fall in quality and 
the complicity of the radio studio engineer in charge of the 
pick-up microphones is well known. 
guffaw out of a titter, a tornado out of a giggle has become 
a recognized art in the department of yak-yak. That the 
customers at home are frequently mystified by idiot enthu- 
siasm in the studios is also well known. Let two recent 
examples serve — ABC’s Abbott and Costello and NBC’s 


In fact, making a 


Purchases ‘Oil Bulletin’ 


Home Publishing Co., Winnipeg, 
Man., has purchased the Oil Bul- 
letin, weekly bulletin, from C. O. 
Nickle. The name of the publica- 
tion will be changed to Oil in 
Canada and will appear in new, 
enlarged form, effective Oct. 29. 
Mr. Nickle, who continues owner- 
ship and publication of the Daily 
Oil Bulletin, will be editor, with 
headquarters in Calgary. The ad- 
vertising rate for Oil in Canada 
for one page, one time, will be 
$80. The publication will have a 
weekly circulation of at least 
2,000. 


Lewin Promotes Three 


Archibald M. Foster, merchan- 
dising director, and Walter Green, 
copy chief, have been named to 
the plans board of A. W. Lewin 
Co., New York. Harry Gitten, the 
agency’s Newark art director, has 
been made a member of the op- 
erations board. 


Strike 


PROBLEM: 


SOLUTION: 


Publishers of THE EVENING NEWS * 


How to advertise an American 
product in the Philippines. 


Can U.S. advertisements be used? 
How about native dialects? If so, 
how many? Who'll handle transla- 
tions? Is circulation guaranteed? Can 
the provincial, rural areas be cov- 
ered ? How can this rich market with 
unrestricted trade be blanketed ? 


Don’t ask a crystal gazer, sooth- 
sayer or prognosticator. 


STRIKE A HAPPY MEDIUM! The 
Ramon Roces Group of Publica- 


tions. Each one covers particular dia- 


fect sectors, particular trading areas 
—does a specific job. Together they 
provide islandwide coverage with 
a guaranteed readership of over 
2,000,000. Issue one space contract, 
supply U. S. English language mats 
or cuts. Your advertising will appear 
in all leading dialects. Write for 
further information. 


The leading PM Daily Newspaper 


MANILA ¢ PHILIPPINES 


LIWAYWAY KISLAP 


Tel.: 


ALIWAN °* 


Eight Dialect Weekly Magazines 
The Outstanding English Language 


One schedule, complete coverage 
Communicate with: 


United States Offices—270 Park Avenue, New York 17, N. Y. 
Albert C. Capotosto 


MUrray Hill 8-4777 


Roces 


DAIGDIG 


PILIPINO KOMIKS * BANNAWAG © BISAYA-HILIGAYNON * THE WOMAN’S HOME JOURNAL 


Agencies, Others 
Admitted to PoPAI 
Limited Membership 


New YorK—The Point of Pur- 


chase Advertising Institute an- 
nounced last week that associate 
memberships are now available 
for the first time to agencie: 
advertisers, business and marke'- 
ing departments of colleges ané 
universities, libraries, research or- 
ganizations and others intereste 
in point-of-purchase promotion. 

Since PoPAI’s founding in 1933 
membership has been restricted 
to window and store-display litho- 
graphers and suppliers of other 
types of point-of-purchase materi- 
al, including glass, plastics, wood 
and metal. Associate membership, 
calling for dues of $250 a year, is 
non-voting and carries no liability 
of assessment. The change was 
made possible by revision of 
PoPAI’s by-laws by the execu 
tive board with approval of the 
full membership. 

PoPAI said that it will soo 
release a report of its spring win 
dow display test, during whic! 
retail drug and hardware iter 
sales rose 98% to 113%. The report 
will be available free to member 
and $25 to non-members. 


Issues Training Bulletins 


American Sponge & Cham0! 
Co., New York, is distributing 
series of humorous, cartoon i!'(5 
trated how-to-sell-it bulletins © 
Plex cosmetic sponges and T° 
baby sponges. The distribution ‘ 


the sales training bulletins com ' 


cides with the opening of a natin‘ 


consumer advertising campaig": 
Life, 


Good Housekeeping, 
York Times Magazine and Par! 
Magazine. The agency is Wil'ar 
B. Golovin Corp., New York. 


Miller to Campbell-Ewald 


Craig Miller, formerly sales 
motion manager of the Norge 4 


vision of Borg-Warner Corp., Dba; 


troit, has been appointed a-s! 
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Campbell-Ewald Co., Detroit. 


Bailey Quits Scripto Post 


George A. Bailey has res) +4 
as advertising and sales promo! 
manager of Scripto, Inc., Atlan! 
His future plans have not €& 
announced. 
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NEW WRAP—A new package for Eppley 

Pop Corn Co., Indianapolis, is this 1 Ib. 

double strength cellophane bag which, 

when filled, gives the impression of a 

couple of ears of corn. It was designed 
by Milprint, Milwaukee. 


Occident Mixes 


Get $1,000,000 
of Ad Support 


MINNEAPOLIS—A _ million-dollar 
advertising program, spearheaded 
by full-page newspaper copy in 
20 major markets, and 1,000 600 
and 420-line copy in scores of 
minor markets for the promotion of 
packaged mixes has been an- 
, nounced by Russell-Miller Milling 
Co., manufacturer of Occident 
flours and mixes. 

All of the firm’s five mixes 
(cake, devil’s food, cookie, pie and 
roll) will be featured this fall and 
winter in advertising throughout 


T- 


eo the Midwest. A major portion of 
teen the campaign will be devoted to 
“litho. the introduction of Occident cake 
othe mix on the East and West Coasts, 
. and of American Beauty cake mix 
hater! in southern markets. 
Promoted nationally for the first 
ershiPAtime with a stepped-up advertising 
ear, “budget, Occident mixes were intro- 
ability duced in a few test markets about 
year ago. Production at the 
on = mill’s Minneapolis and new Alton, 
Ill., plant has also increased to 
of thd meet consumer demand on a na- 
tional scale. 
& W'"Ba Theme of the cake mix adver- 
whic icing is “Stop baking cakes the old 
way,” with this angle 
lugged throughout the series of 
eme"@tull page ads and smaller inser- 
tons. The drive is said to be one 
f the most ambitious schedules 
S n food mixes by any manufac- 
in the field. 
utir In addition, a special couponing 
n l)'\“Mrampaign is running in a few sel- 
=| Td ected markets. In the Twin Cities, 
campaign opened in mid-Sep- 
's coingg’™ber with 10¢ saving coupons on 
nationaglccident pie bake. Similar money- 
yaign ing themes will be used on other 
e, \el™mixes in the over-all campaign, 
ipany spokesmen pointed out. 
Wil \lthough bulk of the space used 
rk. tas been scheduled in newspapers, 
4 magazine schedule embracing 
Id Fa vily Circle, Sunset and Western 
les has been set. Magazine 
orge “itopy will include two-color full- 
rp., insertions. 
d a a Campbell-Mithun, Minneapolis 
«Chicago, is the agency for 
st Whitney Blake to Graham 
resi Vhitney Blake Co., New Haven, 
manufacturer of communi- 
Atlant lon wires, flexible cords and 
ot veg? sets, has appointed Hugh H. 


taham & Associates, New Britain, 
°nn., to handle its advertising. 


1948 


Offers New Mat Service 


Merchants Matrix Cut Syndicate, 
Chicago, is offering a new retail 
mat service, called ‘Merchants’ 
Mat Catalog,” which contains ads 
for nationally known products, 
trademarks and packages. The cat- 
alog will be issued semi-annually 
at present and more frequently as 
needed. 


GM Appoints Rollert 


Edward D. Rollert, formerly 
manufacturing manager of Elgin 
National Watch Co., has been ap- 
pointed assistant to the general 


manager of the New Departure 
division of General Motors Corp., 
Bristol, Conn. 


Smith Joins Fuller Brush 


Frank Smith, formerly with 
Manternach Graphic Arts, Hart- 
ford, Conn., has been named pro- 
duction manager in the adver- 
tising department of Fuller Brush 
Co., Hartford. 


WIDE Appoints Lewis 

Gordon J. Lewis, formerly as- 
sistant manager of Station WPOR, 
Portland, Me., has been appointed 


K&E Appoints Wiley 


J. Walter Thompson Co., has been 
appointed an account executive in 
the San Francisco office of Kenyon 
& Eckhardt. 


general manager of WIDE, new 
station in Biddeford, Me. 


Appoints Marvin Platt 


Marvin W. Platt has been ap- 
pointed manager of the Hartford 
branch of Claude Neon of Connec- 
ticut, Inc., commercial sign manu- 
facturer. 


John J. Wiley, formerly with 


Metcalf Promoted 


George C. Metcalf, vice-presi- 
dent and director of Loblaw Gro- 
ceterias Co., Toronto, has beer. 
appointed general manager of the 
company. 


fm__in 


3418 WEST DALLAS @ HOUSTON 6, TEXAS 


Industrial @ Editorial @ Advertising 
16mm Productions 


WHEN YOU’RE SELLING TO TODAY’S 
TOP PROSPECT...THE FARMER! 


If people with savings are your best prospects, 
be guided by this important fact: Farm fam- 


ilies last year, with less than 20% 


of the total 


population, saved more money as the other 
80% of the population! Concentrate your ad- 
vertising where farm wealth is concentrated, 
in the Midwest 8 states. Income per farm in 
this rich area is nearly twice the national 
average. This entire area can be sold as a 
single unit with the locally-edited farm papers 
of the Midwest Farm Paper Unit. All five can 
be bought on a money-saving basis with a 


single purchase order, 


NEBRASKA FARMER * 


THE FARMER * 


a single plate. 


WALLACES’ FARMER and IOWA HOMESTEAD * 
Midwest offices at: 250 Park Ave., New York © 59 E. Madison St., 


Have you received 
your copy ? 36 pages of vital 
marketing information tells who and where 
your best prospects are. An "audit" of the Midwest farm market 
based on U. S. Census Bureau figures. It's new, it's exclusive, get it! 


PRAIRIE FARMER * 


WISCONSIN AGRICULTURIST and FARMER 
Chicago * 542 New Center Building, Detroit © Russ Building, San Francisco * 645 S. Flower St., 


Los Angeles 
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Kaiser-Frazer Starts 
Holland Assembly Plant 


Kaiser-Fraser Corp., Willow 
Run, Mich., has announced forma- 
tion of Nederlandsche Kaiser- 
Frazer Fabrieken, N. V., in Rotter- 
dam, the Netherlands. 

Construction of a plant on the 


Sluisjesdijk was begun in Septem-|- 


ber and operations there are 
expected to get under way next 
January. The plant will receive 
knocked-down cars from Willow 
Run and assemble them at an 
initial rate of 24 a day. 


Names Lucille Goold 

Lucille Goold, former publicity 
director of Lasalle & Koch, Toledo, 
has joined Hirshon-Garfield, Inc., 
New York, as head of the fashion 
division. 


Takes more than luck 
to reproduce detail 


by photo offset 


The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 


Advertising in the Test Stage 


Jelly Concentrate 
Uses Video Short 
in Detroit Drive 


PASADENA, CAL.—With television 
demonstrating how to use the 
product, California Fruit Products 
Ltd. opens an intensive city-by- 
city campaign in Detroit today 
(Oct. 4) to promote its Sun Gold 
Spredon, a fruit concentrate which 
can be turned into jelly. 

The drive will employ a five- 
minute television film produced by 
Orion Pictures, Hollywood, news- 
paper ads, spot radio and point-of- 
purchase material. The 30-day 
Detroit test, which will cost the 
company $10,000, will be followed 
with similar campaigns in Phila- 
delphia and other eastern cities. 

Low cost of jelly made with 
Spredon will provide the major 
theme. The housewife uses three 
cups of sugar and two cups of wa- 
ter with the concentrate, making 
five glasses of jelly at a cost, the 
company claims, of less than half 
that of prepared jellies. 


® Spredon was developed and sold 
before the war, but manufacture 
was stopped during rationing be- 
cause sugar supplies were limited. 
Starting up last September, the 
company has been concentrating 
on selling institutional users. De- 
troit was selected for the first con- 
sumer promotion because Michigan 
state institutions now represent the 
company’s largest customer. 

The product has no distribution 
here; all promotion and sales ef- 
fort is directed to midwestern and 
eastern markets. That was done. 
said J. R. Ralls, president, “be- 
cause we felt people in those areas 
would particularly appreciate the 
flavor of western berries from 
which Spredon is made.” 


THEY GO 


§ 
et yourself into the Pacific 
§ Coast's fastest growing market 
QS ... through the Oakland Tribune. 
5, Advertisers get their most effec- 
20 tive and most productive results 
through Metropolitan Oakland’s 
leading newspaper 
st 
TOTAL NET PAID CIRCULATION 
DAILY SUNDAY 
AB.C, Publisher's Statement, March 31, 1948 


“CRESMER & WOODWARD, INC. 


Pre-campaign advertising to the 
trade started with a schedule Sept. 
17 in the Detroit Grocers’ Spot- 
light. The five-minute film, show- 
ing housewives how to make jelly 
“that rivals the best grandma ever 
made, in the new fashioned way,” 
will be run Monday through Fri- 
day either before or after the tele- 
vision cooking school on WWJ, and 
spot announcements also will be 
used on WWJ and WJR, plugging 
the TV show and the product. Five 
and 10-inch ads in the Detroit 
Free Press and News will feature 
Spredon’s “fresh-ripe flavor,” ease 
of making and economy. 

Gerth Pacific Advertising 
Agency, Los Angeles, handles the 
account. 


CHAMP DEODORANT 
FOR HOMES TESTED 


Cuicaco—Central Equipment Co. 
will launch test marketing and ad- 
vertising of its new home deodor- 
ant, Champ, in Peoria, II1., early in 
October and plans to market the 
product nationally early in 1949. 

The manufacturer, long identi- 
fied with the auto accessory and 
household accessory fields, antici- 
pates widespread distribution of 
Champ for the Peoria test with a 
free mailing of three packages of 
the deodorant, in a colorful count- 
er and display carton, to all gro- 
cery retailers and drug and hard- 
ware stores in the area. Retailers 
may reorder from wholesalers in 
their territory. 

National advertising of the de- 
odorant will be started with space 
in the December Good Housekeep- 
ing, and plans for 1949 call for ex- 
tensive promotion via magazines 
and newspapers, radio spots and 
transportation advertising. 


® Champ, which Central Equip- 
ment claims is a radically different 
type of household deodorant, uses 
a solid chemical contained in a 
cylindrical carton that can be left 
open to prevent odors or can be 
employed as a pumpgun to dispel 
objectionable odors. 

The Peoria test will include 440- 
line ads twice weekly in newspa- 
pers, one-minute transcribed radio 
spots over a 60-day period, and a 
30-day full showing of transporta- 
tion advertising. Coupons will be 
offered in all test ads, giving the 
consumer a 10-cent discount on 
each package of Champ purchased. 

Kaufman & Associates handles 
the account. 


JOHNSON TESTS BRISK 
IN THREE MARKETS 


RAcINE, Wis.—S. C. Johnson & 
Son is introducing Brisk, a new 
starch product, in three test mar- 
kets from now through December. 

The test drives opened Sept. 23 
with a full page in newspapers in 
the three markets—Rockford, IIL; 
Cedar Rapids, Ia., and Fresno, 
Cal. The ad will be followed by 
500 to 1,000-line ads through De- 
cember. 

Copy, headed “All you need is 
suds and Brisk,’ will say that 
Brisk takes the place of starching, 
bluing and ironing aids and does 
the work of all three faster and 
better. Retail price is 39 cents a 
pint bottle. 

Needham, Louis & Brorby, Chi- 
cago, is the agency. 


KINGAN SHORTENING 
SELLING IN 6 CITIES 


INDIANAPOLIS—Kingan & Co. has 
stepped up a six-area market 
test campaign for its new shorten- 
ing, Seafoam, by starting a 30- 
day coupon offer worth 25¢ on a 
two-pound can. Seafoam is a com- 
bination of vegetable and animal 
fats. 

The product, first placed on the 
market last March, has been get- 
ting its first tests in Indianapolis, 
Richmond, Atlanta, Harrisburg, 
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wire You ! 


6-CITY TEST—Kingan & Co., Indianapo- 
lis, is using newspaper ads like this 
for a six-city test of its new shortening. 
Morris F. Swaney, Inc., is the agency. 


Hartford and Wichita. 

In Wichita, Harrisburg and 
Hartford, promotion has gone into 
newspapers only. Newspapers 
alone have been used in Rich- 
mond and Atlanta, but this week 
a local radio show, similar to one 
in Indianapolis called “Dinner- 
Winner,” was scheduled to start 
in those cities. 

Seafoam is promoted as an all- 
purpose shortening with a money- 
back guarantee as one major sales 
point. Another is that the product 
is available in a two-pound can, 
which will leave the houséwife 
some change out of a dollar. 

Kingan has been working on 
some kind of shortening product 
since before the war, both because 
it appeared likely that demand for 
shortening would outrun supply 
in the first postwar years, opening 
the way for a newcomer, and be- 
cause by-products of meat pro- 
cessing are a natural for a short- 
ening product. 

The six test areas pretty well 
pinpoint Kingan distribution, 
which is all east of the Missis- 


sippi. The test is scheduled to enc 
Nov. 15. 

Morris F. Swaney, 
cago, is the agency. 


STARTS FORHAN’S TEST 

New YorK—dZonite Product 
Corp., through Erwin, Wasey é 
Co., is conducting a 12-week tes 
campaign for Forhan’s toothpaste 
Advertisements in 15 papers ir 
the East emphasize the “new tube. 
new taste” features. 


Chi- 


Inc., 


Seeman Starts Air-Wick 
Magazine Campaign 

Seeman Bros., New York, will 
begin a fall and winter magazine 
drive for Air-Wick in October 
with black-and-white pages in 
Cosmopolitan, Good Housekeeping, 


Ladies’ Home Journal, Life, put 
McCall’s and Woman’s Hone... 
Companion. 
The company also plans to 
newspapers in major 
throughout the country. The mpusines 
agency is William H. Weintraub fends | 


& Co., New York. 
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Armen to Bliss & Marces ong-ra 

Armen, Inc., New York, makerp?*@tio 
of plastic “Keepsake” novelties,§ from 
has appointed Bliss & Marces, Inc.,# ew, § 
New York, to handle its advertis-Mhe sot 
ing. The company has scheduled§§939, ar 


a series of television commercialsBook to 


on CBS-TV. job 
uture | 
em 
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@ Manufacturers and their advertising 

agencies are using this inexpensive 

clipping service for collecting editorial 

publicity, for making research and 

market studies, for maintaining com- 

petitive advertising files and for de 

yeloping sales prospects on certain 

types of products and services. 

New Bcoklet No. 10 “How Business U 
Clippings” tells the whole story 


BACON’S CLIPPING BUREA! 


BUSINESS 4 FARM. GENERAL 
PAPERS Papers MAGAZINES 
314 So. Federal St., Chicago 4 


= 
CONTRAST 
in fine lypography 


The best advertising is dramatic, and the first 
secret of drama is contrast. Fine advertising typography 
utilizes contrasts of type face, size, spacing, 
and measure. RTK typographers command a full palett’ # 
of contrasts to make advertisements more 
dramatic, readable, and effective . . . as 
shown by thousands of successful examples. 


RUNKLE THOMPSON + KOVATS>IN- 
ADVERTISING TYPOGRAPHERS AND PRINTEF > 
520 NORTH DEARBORN STREET CHICAGO 
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Small Business 
Now at Peak, 
(Kaplan Shows 


in New  York—The number of 
be- Ball businesses per thousand of 
population is as large as at any 
ime in U. S. history, and there 
s no downward trend in sight, 
4. D. H. Kaplan, economist, says 
n his report, “Small Business: 
zine its Place and Problems,” issued 
»ber ast week by the research and pol- 

in Bcy committee of the Committee 

ing, Mor Economic Development. 
(fe, But while small business has 
etained its numerical strength, it 
as lost some ground in the pro- 
portion it does of the nation’s 
business. Much of its future de- 
pends on three factors: improved 
anagement, greater availability 
pf equity capital, and a better 
ong-range program of federal 
axation. 

From an employment point of 
riew, small business represented 
he source of 11,000,000 jobs in 
939, and Kaplan thinks we should 
ook to small business for 14,000,- 
D00 jobs, if it is to contribute its 
uture share to high productivity 
employment. 


Improving small business man- 
hkgement requires these steps, in 
is opinion: (1) Colleges should 
ay less stress on helping students 
hcquire specialized skills of help 
o big business, and emphasize 
eneral instruction which will en- 
ourage graduates to take respon- 
ibility and opportunity of small 
business management and owner- 
hip; 

(2) Trade associations should 
lace more emphasis on making 
embers alert competitors and 
bss on protective legislation, and 
ade publications should go far- 
er in adapting the information 
ey supply to the needs of small 
usinesses; 

(3) Business organizations such 
s the chambers of commerce, 
hould conduct continuing local 
ducational programs for small 
business ... e.g., by sifting and re- 
asting business information, such 

s that from the U. S. Department 
f Commerce, so that its local rel- 
vance is apparent; 

(4) Manufacturers should aid 
mall business customers by sup- 
lying more helpful information 
bout merchandising their prod- 
cts. 


Mr. Kaplan points out some 
ther facets of the small business 
icture: That fear of competition 
tems from lack of knowledge, 
equently is allayed by protection 
eeping someone out of a market, 
nd alert competition usually gets 
round these barriers. He thinks 
nall business mortality figures 
te deceptive, with many “clos- 

> igs” mere changes of ownership, 
hile other supposed failures rep- 
sent switches from self-em- 
loyment to employment by others, 
lerzers and voluntary retirement. 
he book is published by McGraw- 
Book Co. 


feublein Plans Test 
Y 


G F. Heublein & Bros., Hartford, 
Oni. has retained Irwin & Beck, 
¢. York, as marketing consultant 
1} eublein Club cocktail line. The 
nNoany is planning a series of 
t analyses of themes most likely 
liduce new users to try the 
rocuct. Test markets in New 
r} metropolitan area have been 
‘ected and the Sales Audit 
tttod will be used. Lawrence 
G imbinner Advertising Agency, 
*w York, handles the account. 


tt 


wen Agency Names Sather 
Sally Sather has joined the copy 
vartment of Edward Owen & 
» Hartford, Conn., agency 


Appoint K&E and Ronalds 


Following the resignation of the 
James Fisher Co., Toronto, from 
the Richard Hudnut Ltd., and 
William R. Warner & Co. accounts, 
the Toronto office of Kenyon & 
Eckhardt has been appointed to 
handle hair preparations, includ- 
ing the Hudnut home permanent, 
and Ronalds Advertising Agency 
has been named to direct promo- 
tion for Sloan’s linament, both 
products of the affiliated com- 
panies. 


Opens Business Paper Push 


Canadian International Trade 
Fair of 1949 will use about 800 
business papers and trade publi- 
cations between September, 1948, 
and May, 1949, to promote the 
fair. Copy in °48 will seek to 
interest potential exhibitors, while 
next year’s copy will invite busi- 
ness men of all nations to visit the 
exposition. Walsh Advertising Co., 
and Walsh International Advertis- 
ing Ltd., both Toronto, handle the 
account. 


Form New Boston Agency 
Richard D. Lindstrom and W. 
Robert Robotham have formed an 
advertising agency at 30 Hunting- 
ton Ave., Boston, to be known as 
Robotham & Lindstrom. 


Launches King Whisky Drive 


Brown-Forman Distillers Corp., | 


Louisville, has started a _ four- 
month campaign in newspapers in 
eight major markets, using two- 
color ads as well as black-and- 


white for King blended whisky. 
Point of sale material, giant post- 
cards, broadsides and window 
displays will be used. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT" SIGN CO. 
Division of 


</ Artkraft* Manufacturing Corporati 
900 Kibby St., Lime, Ohio, U.S.A. 


"Trademarks Reg US Par OF 


New Cars 
Pouring the 


South and Southwest 


— nation’s fastest-growing 


automotive market! 


ALL VEHICLES — INCREASE 1941 - 1947 


South and Southwest Leads in oe 
Motor Vehicle Registrations Gain 


the year ’round!” 


“19 states and more than 
11 million cars — what a 
service job for me!” 


“No heavy weather down 
South — business zooms 


“Big outlets, little out- 
lets — 1t’s only SAJ that 
covers us all!” 


Here is your BEST market for solid 
sales expansion. Check the facts: 


From Texas and New Mexico, eastward to 
the Atlantic — a 12-months active market 
having one-third the nation’s total motor ve- 
hicle registrations, one-third the country’s 


automotive outlets, doing one-third the coun- 
try’s automotive sales volume! 


Look at the sheer size of it! 19 states, serv- 
icing 11,716,764 registered vehicles of its 
own — plus a winter tourist traffic that 


spends millions! 


To sell the South and Southwest, SAJ is 
your most powerful advertising tool. With 
25,535 monthly ABC, net paid, it takes your 
story to practically every jobber and distribu- 
tor — the leading dealers, garages and larger 
service stations throughout the entire market. 
SAJ provides the blanket coverage you need 
for producing maximum sales in the nation’s 
fastest-growing automotive market. 


STILL TIME! GET INTO 


SAJ’s Big A. S. I. Show Number 
November Issue — Closes October 19 


Southern Automotive Journal 
GRANT BUILDING e ATLANTA 3, GA. 


: 
Ww 
| 
IN 
? | 
4 4 / \ a 
a 
: 
, 
PASSENGER CARS CI CARS 
2.9% 39.4% 311% 
SOUTH & OF SOUTH & REST OF 
SOUTHWEST NATION MATION | 
\ 
W.R.C 4 
ITEP 5 | SMITH 
0 SOUTHERN POWER AND INDUSTRY — TEXTILE INDUSTRIES © SOUTHERN HARDWARE @ SOUTHERN AUTOMOTIVE JOURNAL @ ELECTRICAL SOUTH @ SOUTHERN BUILDING SUPPLIES 


London Firm to Canada 


Liberty of London, maker and 
merchandiser of fine fabrics, will 
establish its own Canadian com- 
pany, under the name of Liberty 
of London Ltd., with head offices 
in Montreal. C. H. Luce, who has 
represented Liberty in Canada for 
the past three years, through his 
own company, Imports & Rep- 
resentations Ltd., will be mana- 
ging director. 


Sponsors KTSL Films 


Philip Morris & Co., New York, 
for Philip Morris cigarets, has 
begun sponsorship of four one- 
minute films weekly over KTSL, | 
Los Angeles. Films are inserted | 
during wrestling bouts on Mon- | 


days, and into a telenews pro- | 
gram on Wednesday, Thursday | 
and Friday. Contract is for 52 


Cecil & Presbrey, New 


is the agency. 


weeks. 
York, 


NASHVILLE... 


Nashville 


net 


FARM INCOME 
for 1947 


wdas 


$164,700,000* 


NEWSPAPER PRINTING 


Represented by The Branham Company 


THE MONEY TOWN OF THE SOUTH 
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CORPORATION, AGENT 


FINE PRINTING PLATES 
COLOR PROCESS HALFTONE -ZINC 


JAHN OLLIER 


ENGRAVING COMPANY 


817 W. WASHINGTON BLVD, CHICAGO 7, ILLINOIS - 


MOnroe 6-7080 


NEW SWIMSUIT—Fred Cole, president of Cole of California, Los Angeles (left), 
shows A. H. Jacobson of Boston one of the swimsuits in the company’s new line. 
Georgia Clancy is the model. 


Grocery Stores 
Handle Only 37% 
of Food Volume 


New YorK—Although the per- 
centage has increased since 1929, 
combination-grocery stores hand- 
led only 37% of the food con- 
sumed in this country last year, 
according to results of a survey 
conducted by Food Topics. 

The figures refute the belief that 
such stores sold more than half of 
all food produced in the U. S., even 
though there are an extensive 
number of other outlets. Besides 
these food outlets, Food Topics 
estimates that farmer consumption 
of self-grown foods represents 
$2,750,000,000 at 1947 retail prices. 

The survey showed that com- 
bination-grocery stores handled 
37.09% of the food last year, com- 
pared with 35.92% in 1929. During 
the same period, specialty food 
stores dropped off from 18% te 
10.36%; eating and drinking places 
doubled their volume, from 10.8% 
to 20.78%; government and mili- 
tary channels remained about the 
same, 2.61% compared with 2.29% 
last year, and farm consumption 
declined from 8.06% to 4.57%. All 
other outlets accounted for 24.91% 
last year, compared with 24.61% 
in 1929. 

Meat, poultry and seafood ac- 
counted for $6,550,065,000 of sales 
in combination-grocery stores last 
year, or 26.31% of total store sales 
followed by produce, with $3,293,- 
002,000, or 13.22%. Total foods con- 
sumed, $22,305,714,000, amounted 
to 89.59% of total store sales. 
Household supplies accounted for 
3.74% of sales; miscellaneous pro- 
ducts such as tobacco, pet foods, 
toiletries, auto accessories and 
poultry foods, 6.25%, and all other 
non-foods, 0.42%. In all, sales by 
combination - grocery stores last 
year totaled $24,898,000,000. 


CDNA Shares New Quarters 


The Canadian Daily Newspapers 
Association has moved to 55 Uni- 
versity Ave., Toronto, to occupy 
quarters in the new building just 
completed for the joint use of the 
Canadian Press and the CDNA. 


Canadian Admen to Meet 


The 34th annual meeting of the 
Association of Canadian Adver- 


jtisers will be held at the Royal 


York Hotel, Toronto, Oct. 27-29. 


Half of Families 
in Washington Have 
Incomes over $4,200 


WASHINGTON—A special Census 
Bureau study of the Washington 
metropolitan area has revealed 
that one out of every three fami- 
lies here enjoyed an income ex- 
ceeding $5,000 in 1947, and half of 
the families had incomes of $4,200. 

White families had an income 
almost twice that of non-white 
families. Men employed by the fed- 
eral government averaged $3,200, 
compared with $2,600 for those 
privately employed. Women gov- 
ernment workers averaged $2,400, 
compared with $1,300 for others. 

The survey, made at the request 
of the National Capital Park and 
Planning Commission and avail- 
able in series P-60, No. 4 of the 
Census Bureau’s current popula- 
tion reports, also shows Washing- 
ton’s suburban residents averaging 
$800 more income than the $3,800 
average recorded for city residents. 


‘Home Owners’ Names Two 
George H. Miller Jr., formerly 

lirector of sales and merchandising 

of Craftall, Inc., toy manufacturer, 


and Charles M. Hildner, formerly 
in the advertising department of 
the Chicago Tribune, have been | 
appointed district managers of 
Home Owners’ Catalogs, published 
by F. W. Dodge Corp., with head- 
quarters in Chicago. 


Ryan Joins WQXR 

John J. Ryan Jr., formerly on 
the staff of Stations WELI, New 
Haven, and WNLC, New London, 
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Oct. 11-12. Inland Daily Pre;ss 
Association, annual meeting, Con- 
gress Hotel, Chicago. 


Oct. 14-15. Audit Bureau off “# 
Circulations, 34th annual meeting, fra" ! 
Hotel Stevens, Chicago. ploye 

Oct. 20-23. Printing Industry of fprovi 
America, annual convention, Edge- §eclessi 
water Beach Hotel, Chicago. rer 

Oct. 25-26. Boston Conference§’" 
on Distribution, 20th annual meet-§ 44 
ing, Hotel Statler, Boston. onve 

Oct. 25-27. Association of Na-—°™* 
tional Advertisers, annual conven- 
tion, Waldorf-Astoria, New York a 

Oct. 27-29. Association of Cana-Biion 
dian Advertisers, 34th jg 
meeting, Royal York Hotel 
Toronto. 

Nov. 8-10. Southern Newspaper 
Publishers Association, annua! 
convention, Soreno Hotel, Stiphasi 


Petersburg, Fla. 

Nov. 15-20. Outdoor Advertising 
Association of America, 53rd an- 
nual convention, Hotel Peabody, 
Memphis. 

Nov. 19-21. National Editorial 
Association, Newspaper Advertis 
ing Service and Weekly Newspape#r 
Bureau, fall meeting, Edgewate: 
Beach Hotel, Chicago. 

Jan. 23-26. Advertising Asso 
ciation of the West, mid-winte 
conference, Santa Barbara, Cal. 
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ewspapers Told 
o Fix Salaries 


, 1949 


int Syst 
Point System 
au off ©HIcaco—Newspaper publishers 
eeting fea fix the salaries of their em- 
ployes more equitably by im- 
stry offproving methods of defining and 
Edge- Belessifying jobs, A. V. Miller, treas- 
‘0. wer of the New York Herald- 
erence’ Dune, said last week. 
meet Addressing the first national 
onvention of the Institute of 
ft N: jJewspaper Controllers and Finance 
Mr. Miller outlined a job 
ven evaluation study started last year 
York y the Herald-Tribune in coopera- 
Cana-fion with the American Newspaper 
annualic uild. 
Hotel 


In the study, he said, a method 

of ranking jobs was used that in- 
volved point ratings, on which 
salaries ultimately are based. Em- 
phasizing that under this system 
evaluation is of the job, not the 
an, Mr. Miller said that points 
vere allotted to job rating on the 
yasis of dependability and re- 
ourcefulness, experience and 
raining, complexity and diversity, 
vorking conditions, contracts, re- 
sponsibility for error, and super- 
risory capacity. 
“Each of these components was 
livided into several sub-compon- 
nts,” he said. “The highest possi- 
ble rating was 1,030 and the lowest, 
05. Jobs evaluated ranged from 
opy boy to the highest editorial 
positions.” 


spaper 
annua! 
1, St 


rtising 
rd an- 
abody, 


ditoria) 
ivertis 
yspaper 
ewate! 


Asso 
-winte 
Cal. 


“In adjusting salaries, if the 
valuation showed that a job was 
yorth more, or less than precedent 
ndicated, we put it where it be- 
ynged. Evaluation brought to the 
we the principle that salary pay- 
vents at union contract levels are 
tade for the job, not for the in- 
ividuals performing the job. This 
rinciple constantly was before 
oth us and the guild during the 
atire evaluation.” 

Salaries agreed upon as a result 
f the study were written into the 
erald-Tribune’s contract with the 
uild last May, Mr. Miller said. 
He described the evaluation sys- 
mas a valuable contribution to 
ollective bargaining which hereto- 
ore, he said, has been completely 
emoved from “scientific deter- 
ination of the absolute worth of 
ach job.” The system, he said, 
borrowed from ideas used by other 
few York newspapers. 


Richard C. Steele, assistant busi- 
hess manager of the Telegram, 
lorcester, Mass., whose early 
fforts led to founding of the in- 
titute, declared that publishers 
need more help from their finan- 
lal officers than ever before in the 
story of newspaper publishing,” 
n solving problems of cost reduc- 
lon, revenue production, tax pro- 
ediire and related matters. 

Use of budgets in newspaper 
naiagements has produced amaz- 
ng results in quite a few instances, 
Ir. Steele said, underscoring the 
nportance of the controller in 
reparing and administering these 
ud sets. 

G Stewart Phillips, controller 
tie Washington Post, advocated 
do.tion of a plan detailing a 
mple system of reports to deal 


Mit! labor disputes which would 


S nvelve no change in types of in- 

em org’ ation that management nego- 

led; rs are now given, nor any 
of t titute for the information. 

Ho said 75% of the various com- 

con ts and grievances which lead 

arvice bor flare-ups may be cleared 

their preliminary stages pro- 

“el they reach the controller’s 

‘etion promptly. He declared 

{lan would make readily avail- 

/ we information with which to 

), ‘al with such situations. He said 


he 


repo~ts could be restricted to 
lines of items on which the, 


questions and complaints are 
based, the employe’s contentions, 
and such additional data as the 
payroll supervisor can supply. The 
system, he said, gives the controller 
a check on his payroll administra- 
tion, gives the employe reason to 
expect prompt consideration of his 
questions or complaints, and gives 
management a file of information 
that reflects employe thinking and 
reactions on various points. 


Starts New Publication 


The American Society of Ag- 
ronomy, Madison, Wis., has start- 
ed a new publication called What’s 
New in Crops and Soils, to be 
published nine times a year. The 


magazine will carry the latest de- 
velopments in the field of crops 
and soils, with special emphasis 
given to new crop varieties and 
new methods of soil management 
and conservation. Advertising 
representatives are Macfarland 
Co., New York, and E. J. Powers 
Co., Chicago. 


Northern Paper Shifts 3 


Milan Boex, general sales man- 
ager, has been named executive 
vice-president and general man- 
ager of Northern Paper Mills, 
Green Bay, Wis., succeeding the 
late A. B. Hansen. Herbert L. 
Nichols, assistant general sales 
manager, has been appointed to 
succeed Mr. Boex as general sales 


manager. John B. Kohl, in charge 
of the Chicago division, becomes 
assistant general sales manager. 


Condon Resigns Account 

Condon Co., Tacoma, Wash., 
agency, has resigned the account 
of Day’s Tailor-d Inc., 
Tacoma. 


POINT OF SALE 


ADVERTISING 


Colorful - Self Adhesive - Cellophane, processed 
m Rolls. Easy to buy - Easy to apply - used for 
Packaging - Point of Sale advertising - Parts mark- 
in. and Aircraft Wire terminal identification. 


TOPFLIGHT TAPE CO. - YORK, PA. 


For 


SERVICE 


BINDERY CO,, Inc. 


SUPerior7-5105 


360 EAST 
Write 


for 


PORTFOLIOS * MOUNTING 
DIE-CUTTING 
PAPER and BOARD RINING 


GRAND CHICAGO 


EASELING. 


FREE folder 


Here's the market that knows no letup! Business, already 
and always good in the Norfolk area, reaches new heights 
with the $200,000,000 Naval appropriation flooding into 
Tidewater shipyards. 

Complete coverage of this strategic market at one 
cost, is yours when you advertise in... 


MORNING. 
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© GOOD NEWSPAPERS REACHING OVER 500,000 READERS 


118 sevth clinton street 


NBC Film Gets 
Warm Reception 
at Press Prevue 


New YorK—“Behind Your Radio 
Dial,” NBC’s $70,000 movie, was 
previewed simultaneously for a 
press audience here and for the 
network’s affiliates in Sun Valley. 

The film, designed for the radio 
audience rather than advertisers 
or the trade, will be distributed 
through the local stations which 
may obtain 16-mm. prints at cost 
—$48 for the first and $35 for 
additional ones. 

NBC has _ suggested that its 
stations show the movie to audi- 
ences in their studio or make the 
25-minute picture available to 
clubs, unions and civic organiza- 
tions. Private showings also are 
recommended for clients who are 
considering radio. 

RKO Pathe spent three months 
shooting the movie under the 


FRANKLIN 


direction of Phillips Brooks 
Nichols, manager of RKO’s com- 
mercial film and television depart- 
ment, and Roy C. Porteous, NBC 
manager of advertising and pro- 
motion. 


® Unlike the usual institutional 
movie which bogs down with 
heavy seriousness, this one is, for 
the most part, a fast-moving, en- 
tertaining piece. 

NBC uses the movie as a vehicle 
to take its audiences backstage for 
a look at radio and television. The 
camera picks up a soap opera re- 
hearsal, parts of a Toscanini broad- 
cast, H. V. Kaltenborn in the news- 
room, Fred Allen on stage, a guide 
conducting a tour through NBC 
studios, secretaries bogged down 
in fan mail and Fibber McGee 
opening the door of that famous 
over-stuffed closet. There also are 
a few historical flashbacks. 

The network plans to show the 
movie on television as soon as 
union clearance has been obtained. 


Appoints Foulon 


Michael J. Foulon of the Bran- 
ham Co., New York, has been 
appointed chairman of the new 
committee on newspaper research 
and promotion for the New York 
chapter of the American Associa- 
tion of Newspaper Representa- 
tives. Assisting Mr. Foulon on the 
committee are Vincent Kelley ot 
Jann-Kelley, Inc.; Leonard L. 
Marshall, Cresmer & Woodward; 
Robert McLean, Reynolds-Fitz- 
gerald, Inc.; Douglas Taylor, J. P. 
McKinney & Son; H. J. Gediman, 
Hearst Advertising Service and 
Lee Ward of the Ward Griffith Co. 


Twin City PR Group Elects 


Peter Edmonds, Farmers & 
Mechanics Bank, has been elected 
president of the renamed Twin 
City Financial Public Relations 
Association, formerly known as 
the Twin City Financial Adver- 
tisers Association. Ade Boyson, 
First National Bank of St. Paul, 
has been named secretary-treas- 


urer. 


_BEAVERITE PRODUCTS, INC. 


«3S DE WITT STREET, BEAVER FALiS, NEW YORK 
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JOINT TECHNICAL AD- 
VISORY COMMITTEE 
(for Institute of Radio 
Engineers and RMA): 


ALLEN B. DuMONT LAB- 
ORATORIES: 


RADIO CORP. OF AMER- 
ICA: 


ZENITH RADIO CORP.: 


COWLES BROADCASTING 
Co.: 


PARAMOUNT PICTURES: 


DR. K. A. NORTON (for 
U. S. Bureau of Stand- 
ards): 


How Suggestions Differ on Television Channeling 


The entire television industry is waiting for FCC’s verdict on various plans proposed late las’ 
month for expanding the nation’s television system, before the public investment in an admittedl) 
inadequate system becomes much greater. Broadcasters and equipment makers all agreed tha‘ 
something has to be done. But their proposals, particularly as to color television, were far from agreed: 


Continue present 12 channels as backbone of monochrome vide 
system. Add some additional channels from lower part of ultr: 
high frequency (UHF) band currently reserved for color. Con- 
tinue color experiments in remainder of UHF band. No decisior 


on color now possible. 


Wants UHF band utilized to increase available monochrome video 
channels from present 12 to 69. While existing sets could be ad 
justed, would minimize impact on owners by assigning presen: 
12 channels to areas where video is now under way. Reserves 
fraction of UHF band for further color experiments. 


Considers present 12 channels backbone of system. Would obtain 
better national coverage by higher power, and addition of chan- 
nels from UHF band. To assure production of two-band sets, 
suggests complete reallocation to intermix high and low band 
channels in major markets. Predicts low-cost converter for exist- 
ing sets. Would continue color experiments on part of UHF band, 
and anticipates experimental color transmitter on air within a 


year. 


Feels sufficient knowledge on hand to permit release of UHF 
band in pattern which would accommodate monochrome now; 
color later, without reallocation. Urging speedy decision, says it 
is doubtful that many existing sets can be converted to receive 


UHF. 


Would draw on UHF to bring total monochrome channels to 78, 
and would provide rural service by utilizing airborne strato- 
vision for relays. Feels color is far off, and is resigned to need 
for further reallocation when color comes. 


Allocate UHF for monochrome. Color, still experimental, should 


go to microwaves. 


Use stratovision to provide nationwide monochrome reception 
on present 12 channels. Would allocate UHF for color. 


Toni Creme Shampoo 
Gets 10% of Market, 
Survey Discloses 


Curicaco—The Toni Creme 
shampoo, though less than a year 
old, has already captured 10% of 
the market and is grabbing a big- 


ger chunk in latest sales, R. N. W. 
Harris, president of Toni Co., de- 
clares, 

The highly encouraging report, 
said Mr. Harris, is based on studies 
by a leading marketing research 
company. Sales for August were 
double those of July, he added, 
indicating that Toni’s share of 
the market will be “considerably 
higher” in the next study. 

Much of the success is credited 
to a “twin sales’ theme, linking 
the comparative newcomer with 
Toni home permanent. That prod- 
uct, a “veteran” in the field, now 
claims 90% of the industry’s sales. 
Window and counter display 
pieces tie in the Toni Creme 
shampoo with the home wave kit, 
and both chains and independent 
druggists reported to the company 
that companion sales of the sham- 
poo and kit have boosted volume 
of the shampoo considerably. 
Advertising via radio, maga- 
zines and newspapers is giving 
increasing time and space to the 
new product, which was brought 
out last January in jars and 
tubes, of one, two and four-ounce 
sizes. Full distribution was not 
completed until well into spring, 
Mr. Harris said. 


Hormel Signs 58 Stations 


George A. Hormel & Co., Austin, 
Minn., which sponsors the “Hor- 
mel’s Girls Corps” over the Mutual 
Broadcasting System, Saturdays 
at 11-11:30 p.m., EST, has signed 
the net’s 58 stations in the south- 
western group, for a total of 105 
stations. Batten, Barton, Durstine 
& Osborn, Minneapolis, is the 
agency. 


Offers Art and Copy Aids 


“How to Prepare Art and Copy 
for Offset Lithography” is the 
title of a new book released by 
Dorval Publishing Co., Maywood, 
N. J. The book covers copy prepa- 
ration from the idea stage to the 
camera and contains more than 


125 illustrations. 


Baruch Will Address 
‘Tribune’ Annual Forum 

Bernard Baruch will be the 
keynote speaker at the 17th annual 
New York Herald Tribune forum 
to be held at the Waldorf-Astoria 
Hotel, New York, Oct. 18-20 
Discussion at the sessions will 
center on this country’s imperiled 
resources, both natural and human, 
and some of the specific problems 
related to their use and abuse that 
must be met. 

Other speakers to be heard at 
the forum include Fairfield Os- 
borne, president of the Conserva- 
tion Foundation; Louis Bromfield, 
author; Gordon R. Clapp, chair- 


Former ‘PM’ Executives 
Form Printing Firm 


Lowell L. Leake, former b 
ness manager of PM, New Yo 
and Walter J. O’Neil, former pr 
duction manager of PM, ha: 
formed a typesetting and printiff 
corporation under the name 
Leake & O’Neil, Inc. The plant 
located at 47 Walker St., 
York. 

Prior to his association w 
PM, Mr. Leake was. assist 
managing editor of the Washingt 
Post. Mr. O’Neil was press ro 
superintendent of the Penta; 
Printing Co., New York, bef 
joining PM. 


estan 
ynstra 


man of the Tennessee Valley a 

Authority; Kent Leavitt, president hroug 

of the National Association of Soil | Barrows Joins WCCC rom C 
Conservation Districts, and Paul Henry Barrows has joined 

Hoffman, Economic Cooperation | commercial staff of Station WCC®, ieck} 

Administrator. Hartford, Conn. “themes 

rame 

Walt 

bf the 

‘amde 

‘orpor 

‘orth 

MEET MISS SUBWAYS mouth, 

reside 


MARILYN BELL 
Secretary to credit manager of 


MEET MISS SUBWAYS? 
If you’re a subway advertiser you meet her by th: 
hundreds of thousands every day and most of th: 
earning members of her family, too—because—o 
New York City’s adults... 


9 ouT oF 
ARE SUBWAY RIDERS' 
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NEW YORK SUBWAYS ADV. CO., 630 FIFTH AVE., N.Y. 2? 
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HAWAII BOUND—Bendix dealers are ex- 
pected to get the names of more than 
100,000 prospects for washers as a result 
of its series of six weekly contests featur- 
ing @ 12-day trip to Hawaii as grand 
prize. Above copy, placed by Tatham- 
Laird, Chicago, will run in the Oct. 25 
Life and the Oct. 30 Saturday Evening 
Post. 


Bendix Schedules 
6 Weekly Contests 
to Locate Prospects 


SoutH INp.—Full-page, 
two-color ads in Life Oct. 11 and 
25 and in The Saturday Evening 
Post Oct. 16 and 30 will announce 
Bendix Home Appliances’ new 
eries of six weekly contests, with 
rizes totaling $65,000. 

Prizes for the 565 winners range 
from a 12-day winter cruise to 
Hawaii to television sets and ra- 
dio phonographs, refrigerators 
and ranges. Top weekly prize will 
be a new Hudson sedan, with 
eekly winners eligible for the 
fawaiian all-expense trip. 

Contest entrants will be re- 
juired to complete the sentence: 
‘I like the Bendix automatic soap 
njector because ...” in 25 words 
br less. 

The company expects to pick 
p from 100,000 to 500,000 pros- 
ects for its dealers, since all con- 
estants must witness a store dem- 
mstration of the washer to qual- 
fy their entries. 

Reprints of the contest ads will 
e featured both by Bendix deal- 
and Hudson auto dealers, 
hroughout the contest period, 
rom Oct. 16 to Nov. 20. 


Kieckhefer to Weinbrenner; 
ramer-Krasselt Named 


Walter F. Kieckhefer, secretary 
bf the Kieckhefer Container Co., 
‘amden, N. J., the Eddy Paper 
‘orporation, Chicago, and _ the 
iorth Carolina Pulp Co., Ply- 
nouth, N. C., has been named 
president of the Albert H. Wein- 
renner Co., Milwaukee shoe 
nanufacturer, succeeding Albert 
Weinbrenner, who becomes 
hairman of the board. John 
lickinson, formerly with Amity 
eather Products Co., West Bend, 
has been appointed vice- 
resident in charge of sales and 
dvertising. 
The company has appointed 
ramer-Krasselt Co., Milwaukee, 
0 handle the advertising for 
ondshire dress shoes and chil- 
ren’s shoes and Thorogood work 
hoes. National magazines and 
tirect mail will be used. 


Viiers Controlling Interest 


fn unusual leaflet issued by 
pervice Machine Co., Elizabeth, 
. J., offers its customers “con- 
‘oling interest in one of the 
fat on’s finest” machine and tool 
‘ats. Copy establishes the cus- 
corer as the “boss” of both 
aiagement and labor. The com- 
any will expand its advertising 
‘Oram in line with present sales 
xp ansion. 


Jewelry Account 

Van Diver & Carlyle, New York, 
“Ss been named to direct the ad- 
‘ttising of Progress Jewelry Co., 
*~ York, manufacturer of cre- 


ve jewelry. Trade publications 
ll be used. 


S. Africa to Allow 
Sponsored Programs 


JOHANNESBURG—As a means of 
securing badly wanted revenue, 
the South African government has 
requested the South African 
Broadcasting Corp. to start com- 
mercial broadcasts. 

It was announced in the House 
of Assembly that this will not 
affect the present style of pro- 
grams; they will continue as before. 
But there will be started a new 
set of programs on which time 
can be booked for use, limited by 
certain clearly defined standards. 

Up till now, South African ad- 
vertisers have been making use 
of the Lorenco Marques (Portu- 
guese East Africa) stations in the 
same way that some British ad- 


vertisers, who are denied com- 
mercial broadcasting from their 
own radio stations, have been 
using Radio Luxembourg. 


Sets China, Crystal Drive 


British Ceramics & Crystal 
(Canada) Ltd., has launched a 
fall and winter campaign for 
Shelly English fine bone china and 
Royal Brierley English crystal, 
using 15-minute radio programs 
for Sunday broadcast in 13 Cana- 
dian cities, plus four-color and 
black-and-white full-page ads in 
Canadian Homes & Gardens and 
Mayfair and four-color pages in 
Bride’s Book and Show Book. In 
addition, trade publications, in- 
cluding Canadian Trader & Jewel- 
ler and Gift Buyer, backed by 
direct mail, are being used. F. H. 
Hayhurst Co., Toronto, is the 
agency. 


Joske’s of Texas Sponsors 
20 Radio Shows a Week 


Joske’s of Texas, San Antonio 
store now observing its Diamond 
Jubilee year, has launched a new 
radio advertising series, which, by 
the end of September, included 20 
shows a week. 


Phyllis Webb Soehl, formerly 


with Maas Bros., Tampa, has been pre 


named radio advertising director. 
Hugh Muncy has been appointed 


to a newly created position of 
director of farm and ranch re- 
lations. 


GUARANTEED SALES LETTERS 


Vou at 6% more returns 
letters oF no charge 


I sued sales for store 69 reduced mailing 
cost ratio 2%. Doubled nates of replies for 
manupewer, High average returns insure let- 
ters that sell for you. Try one on a 1M test 
Price per letter — guaranteed 

produce more returns than 


sell by mail. 
to increase fall and winter sales. 


Write Box 7179, AGVERTIOING | fee 
100 Ohie St., Chi jcago 11, 


P ACCURATE COMPOSITION SERVICE, INC 


Ph 


MAR 9634 — 542 S Dearborn St. Chicag 


In the highly competitive soap 
business, it takes fast, powerful selling 
to launch new products with a 
flying start. So it’s natural that Lever 
Brothers uses plenty of Spot Radio to 
introduce its new detergent, BREEZE. 

Starting with the nation’s hard-water areas, 
BREEZE has expanded market by market, 
using Spot Radio to hammer home powerful sales 
messages. Spot Radio starts working for Lever 
Brothers well before announcements are 
aired . . . through pre-campaign merchandising 
of schedules that insures aggressive market-wide 
retail support. Dealers know this potent 
medium will bring in customers, and they prepare 
to welcome them with stocks, displays and 
promotions. As a result, Lever Brothers 
attains profitable volume fast... 
and then maintains it with continuing 
BREEZE Spot Radio campaigns. 

Whether you have a new product to establish, 
or an old one that needs new sales, Spot 
Radio can do the job. Find out about this 
powerful, flexible medium—how it 

works and how to work it—from your 
John Blair man. He knows! 


SPOT Ra 


SEtis 


BREEZE advertising is handled 
by Federal Advertising Agency, 
New York, New Y York 


“—e Broadcasting is radio advertising 

any type (from brief announcements to 
full-hour programs) peapeee and placed on 
a flexible market-by-market basis. 


Offices in Chicago © New York © Detroit © St. Lowis © Los Angeles © San Francisco 
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People Really Buy 
What They're After, 
Spokane Study Shows 


SpoKANE, WasH.—The Spokane 
Chronicle and Spokesman-Review 
cited proof last week that people 
buy the things they say they’re 
going to buy, at least as far as 
electrical appliances are con- 
cerned. 

The proof is contained in an 
analysis of the two surveys con- 
ducted for the newspapers by R. L. 
Polk & Co. Polk made one of the 
studies of the market—Spokane 
and its “Inland Empire” in eastern 
Washington, northern Idaho and 
western Montana—in 1947 and 
followed up with another survey 
this year. Both consumer surveys 
featured data on urban family 
buying intentions and ownership 
of electrical appliances. 

Comparison of figures for the 
two years discloses that urban 
residents of the market area 
bought electrical appliances in al- 


‘MEN 


PRESSURE-SENSITIVE 


POINT- OF - PURCHASE ADHESIVES 


Your point-of-purchase advertising 
represents a hig investment in time, 
talent and cold cash. Make sure that 
every piece gets up and is seen. Kleen- 
Stik enables you to create more effec- 
tive campaigns — to use full color in 
many store locations -—— counters, win- 
dows, walls, etc. A small spot on each 
corner or a thin strip down each side 
is all you need. Keeps your poster firmly 
in place—indoors and out—wuntil re- 
moved. 


Get it up and Keep it up ! 


Presto! Simply peel protective covering 
and press ang? in place. Any hard, 
smooth surface. No glue... no tacks 
«+ + MO messy stickers. 
Every space is a Kleen- 
Stik place! 


Available through any 
printer or lithographer 


KLEEN-STIK PRODUCTS, Inc. 
2611 S. Indiana Ave. Chicago 16 


most the exact quantities they 
said they were going to buy in 
1947. 


@ The °47 study showed that 
17,400 families, or 14.9% of the 
total, intended to- buy refriger- 
ators, while the ’48 followup re- 
vealed that 16,350, or 13.2%, ac- 
tually purchased them. The per- 
centages are based on total urban 
families in the market: 116,920 
in 1947 and 124,180 this year. 

Other comparisons include data 
of significance for researchers who 
view “declared buying intentions” 
with some disdain. These showed: 
Washers, 21,370 (18.3%) intended 
to buy, while 19,480 (15.7%) 
bought them; electric ranges, 
17,240 intentions (14%), compared 
with 18,520 purchases (14.9%); 
electric ironers, 4,450 (3.8%), com- 
pared with 3,650 (2.9%); vacuum 
cleaners, 17,100 (14.6%), compared 
with 22,010 (17.7%); radios, 11,620 
(9.9%), compared with 10,420 
(8.4%); radio-phonographs, 11,630 
(10%), compared with 11,580 
(9.3%); and electric mixers, 12,- 
740 (10.9%), compared with 11,950 
(9.6%) actual purchases. 

The newspapers’ 1948 consumer 
nalysis, a continuing study dealing 
with buying habits, brand prefer- 
ences and ownership, is to be re- 
leased soon in booklet form. 


New Canadian Agency Formed 


S. A. Rutland, who has headed 
his own advertising service in 
Toronto for some years, has been 
named president of a new adver- 
tising agency, Rutland, Gilchrist 
& Clem Ltd., with offices at 26 
Queen St. East, Toronto. Vice- 
president of the new agency is 
Tom Gilchrist, formerly account 
executive of F. H. Hayhurst Co., 
Toronto. Edgar F. Clem, who is 
executive vice-president, was for- 
merly secretary-treasurer of Stan- 
ley Mfg. Co. 


Little Rose Bowl Game Aired 


The Columbia Pacific Network 
will broadcast the Little Rose 
Bowl football game from Pasadena, 
Dec. 11, which will be the first 
time it has been aired on a major 
network. The game is designed to 
determine the national junior col- 
lege championship. 


WICC Appoints Wright 


Dickens J. Wright, formerly with 
Station WOV, New York, has been 
named manager of WICC, Yankee 
Network station in Bridgeport, 
Conn., succeeding Joseph T. Lopez, 
who has been transferred as mana- 
ger of the network’s WEAN, Prov- 
idence, R. I. 


duction by highly 


QUALITY REPRODUCTION IN... 


COLOR 


SEEING IS BELIEVING. Let us show you proofs of the 
finest process color plates produced regularly for the lead- 
ing advertising agencies that have appeared in national 
publications. You are always assured of faithful repro- 


skilled craftsmen whenever you use 


FAITHORN. This is an important part of FAITHORN Com- 
plete 3-in-] Service—Ad-setting, Engraving and Printing 
—all under ONE roof. ONE contact and ONE order —a 


definite saving of your TIME, TROUBLE and Money. 


Phone WHitehall 4-2300 


‘Corset Sales Hit Record as Makers Plan Fall Drives’ 


— ADVERTISING AGE Headline 


When you see a lady go, 

Slim and supple as a doe, 
Wearing satin cut to fit 

As if madame were poured in it; 


When you almost lose your mind 
Noting how it clings behind 

And how the lovely curves before 
Invite attention more and more; 


When thus you stand, romantic, mad, 
Take your warning from an ad: 

Be sure this vision that you see 

Is not the work of corsetrie. 


Be sure that all those curves are truly 

Acts of God and not unduly 

Brought about by man’s worst foe— 

That two-way-stretching so-and-so. 
—Dick Francis. 


(The above bit of timely verse came from the typewriter of 
Richard S. Francis, vice-president of Campbell-Ewald Co., 
Los Angeles. Since a fair number of admen seem to delve into 
the intricacies of verse occasionally, AA will be glad to pub- 
lish bits from time to time which seem better than average. 
The pay is miserable—in fact, there isn’t any—but if you just 
can’t avoid bursting into rhyme over some ad situation or 
other, send it along to us.) 


Hudson Designs Miniature 
Models as Selling Tool 
Hudson Motor Car Co., Detroit, 


tying in with an extensive news- 
paper and national magazine ad- 


Hurricane Avocado 
Ads Run With First 
Hurricane Pictures 


Mriami—When newspapers in 
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RCA V. P. Writes 
New Book on Video 


New YorK—“Understanding 
Television,” a compact, simp y 
written, 127-page volume on te - 
evision’s history, function, tran:- 
mission and receiving equipment, 
programming and_ terminolog,, 
plus a section on electronic theory, 
came off the presses here last wee <. 

Written by Orrin E. Dunlap J)., 
a vice-president of Radio Corpor: - 
tion of America, the volume co.- 
tains 40 full-page photographs, 
more than half of which in some 
way identify RCA or NBC equip- 
ment, personalities and develop- 
ments. 

The book, an attempt to present 
ideas basic to television in highly 
readable and entertaining lan- 
guage, is liberally sprinkled with 
contributions to the television in- 
dustry which have been made by 
RCA. 

The volume is published at $2.50 


by Greenberg: Publisher, New 
York. B 

Canners Name Laucks a 
Edward J. Laucks, formerly 


vice-president in charge of sales 
of the P. J. Ritter Co., has been 
named to direct the new sales 


La’ 


development program of the Penn-§ wa; 

sylvania Canners Association. vertis 

sions” 

AMAZING FACT 
in 

called 


mentir 


eight markets carried their first 
photos of the recent Florida hur- 
ricane, the inside pages also car- 
ried 80-line ads for “hurricane 
avocados,” which were blown off 
the trees by the gale. 

Much of the choicest fruit grown 
by Holden Groves, packer of gift 
boxes of avocados and limes, at 
Homestead, Fla., was shaken to 
the ground. The fruit was undam- 
aged but had to be shipped within 
several days if the grower hoped 
to prevent staggering losses. 

As a special service to his client, 
Kermit Slack, general manager of 
Biscayne Advertising Agency, 
faced 60 mile winds to reach his 
office and telegraph copy and lay- 
out descriptions to newspapers in 
New Orleans, Atlanta, St. Louis, 
Cincinnati, Washington, Birming- 
ham, Memphis and Chicago. 

The special hurricane insertions 
offered 11-pound boxes of the avo- 
cados for $3 a box, express pre- 


paid, in an offer which, the ad 
said, “we hope will never be re- 
peated.” 


The Holden Groves ads will 
continue their regular schedule in 
Good Housekeeping, Gourmet, 
House Beautiful, New York Times 
Magazine, Time and newspapers 
across the country. 


Cal. Building Group 
Elects Heitschmidt 


Earl T. Heitschmidt has been 
elected president of the Construc- 
tion Industries Exposition & Home 
Show of Southern California, 
which annually stages the largest 
exposition of its kind. He succeeds 
Milton J. Brock, who has been 
elected secretary. Other officers 
are: William Curlett, Associated 
General Contractors of America, 
lst vice-president; J. A. Powers, 
president of the Mason Contrac- 
tors Exchange of Southern Cali- 
|fornia, 2nd vice-president; 
|Stone, director of the National 
Electrical Contractors Association, 
Los Angeles chapter, treasurer, 
and D. D. Durr, executive vice- 
| president. 


Toussaint Joins Conlon 


Monroe A. Toussaint, formerly 
general manager of the American 
|Ironing Machine division of Bar- 
|\low & Seelig Mfg. Co., Ripon, Wis., 
has joined Conlon-Moore Corp., 
|Chicago, as Conlon division assis- 
|tant to the president, Bernard J. 
'Hank. 


vertising program on the “step- aber 
down” principle of design exclu- connae 
sive in the new Hudson, has de- lawyer 
veloped a scale model miniature Sup) 
plastic car as a selling tool in pd srohib 
demonstrating Hudson’s features. ABOUT band ¢ 
One side of the car is finished batent 
in two-tone colors. The other side ne me 
is transparent, enabling the sales- ws Pp 
man to show construction details atent 
of the recessed floor and also the alverti 
cradling of seats. Davenport’s two newspapers t com 
Six Appoint Sullivan Management's latest “Survey omes 
Daniel F. Sullivan Co., Boston, rt’s 
and Portland, Me., has_ been 80,000 ~ 3 but this lineage of “Adv 
named to direct the advertising is pers is bre all 
of Carling’s Red Cap Distributors, thousand. the 
Inc.. Dodman & Shurtleff, Inc., bny of | 
surgical insiruments, and New ising d 
Copley Square Hotel, all in Bos- papers should be included on [Ba norc 
ton. Plasticlear Products, Inc., every schedule. For addi- 
Malden, Mass., automobile pol- tional information write— pwyers 
ishes, Scituate Cabin, North Scit- THE DAVENPORT Spoke 
uate, Mass., restaurant, and In- NEWSPAPERS ciatiol 
dustrial Models, Inc., Rockland, ind the 
Me., also have appointed the jer ition sa 
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—a total exchange i ae of 80,000 


Write for details —Dept. 1024, 538 S. Clark, Chicago 5 
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HONORS REVERE—C. Donald Dallas 
eft), board chairman of Revere Copper 
& Brass, Inc., receives a citation from 
Messmore Kendall, president of the Bill 
elop- of Rights Commemorative Society, for 

“qa newspaper advertising campaign 
rendering outstanding public service in 
ighly the promotion of knowledge”’ of the Bill 
lan-—§ of Rights and its principles. St. Georges 
with & Keyes, New York, prepared the cam- 
n in- paign. 


» {NEA Protests. 
Ban on Patent 
Lawyers Ads 


sale 
?enn-§ WasHINGcTon—The ethics of ad- 
n. vertising by members of “profes- 


sions” was argued passionately 
CT before a Patents Office rule-mak- 
ing hearing Thursday, with so- 
called “ethical” practitioners la- 
menting that advertising lowers 
professional standards and destroys 
confidence of clients and other 
lawyers in patent attorneys. 


Supporting a proposed ruling 

5 prohibiting use of display space 
and advertising promotions by 
hatent attorneys, Joseph G. Jack- 

on, president of the Philadelphia 
-atent Bar Association, recognized 
vivertising as a fine thing when 
t comes to selling sacks of pota- 


ers 
aid es, but out of place when it 
“omes to selling services of a pa- 
ites ent attorney. 
= “Advertising men that I know 
ible fre all fine people,” Mr. Jackson 
m old the hearing, “but I don’t know 
of them who patronize adver- 
— ising dentists or doctors, or have 
}on Mapers drawn up by advertising 
wyers.” 

Spokesmen for the National As- 
wiation of Magazine Publishers 
ind the National Editorial Associ- 

ler htion said ads of patent bar mem- 


ers are adequately controlled by 
xisting rules enabling the Patents 

—— ymmissioner to censor proposed 
opy. 


Ed M. Anderson, legislative rep- 
esentative of the NEA, submitted 
statement charging that “this is 
part and parcel of a plan by cer- 
ain professions to place strictures 
mn advertising which is constantly 
topping out in various state legis- 
tures and administrative agen- 
Conceding that patent advertis- 
g is a negligible source of rev- 
te, he explained that the 
N: tional Editorial Association 
Msiders one of its major func- 
rs is to resist these strictures 
herever they are attempted. 
“(Qur members merchandise ad- 
triising. We do not propose to 
trait, without resisting in every 
ay possible, any and all attempts 
lestrict the sale of legitimate, 
fa. and ethical advertising”’. 
A’ Philip Kane, spokesman for 
number of “advertising” patent 
lo neys, charged that the pro- 
se1 rule “would involve an un- 
wial delegation of rule-making 
Wer to the American Bar Asso- 
ti 


New DuMont Consoles Out 


Tyo new 12” small consoles 
ve been added to the line of 
*/llen B. DuMont Laboratories, 
S.ic, N. J. Both sets—a Mea- 
‘Lrook at $525 and a Sutton at 
> FM radio. 


Philco Introduces 
Two New Telecasts 


PHILADELPHIA—Philco Corp. last 
week started its fall television sea- 
son by premiering two new shows. 

On Sunday night the “Philco 
Television Playhouse” opened with 
“Dinner at Eight,” starring Peggy 
Wood and Dennis King. Originat- 
ing at WNBT, the show was car- 
ried on the seven-station East 
Coast NBC network. A filmed ver- 
sion of the show is being carried 
in other television cities. Hutchins 
Advertising Co. is the agency. 

A second Philco show, this one 
sponsored by the manufacturer and 
its dealers, was started as a week- 
ly series. This program is a 20- 
minute film review of highlights 
of outstanding football games. Time 
has been cleared on 18 stations and 
other markets are to be added as 
stations go on the air. 

Meanwhile, the radio-television 
set maker has indicated that televi- 
sion receiver set sales are expected 
to hit a higher dollar volume than 


radio set sales during the last 
quarter of this year. Now produc- 
ing at the rate of 4,000 video sets 
weekly, the company is aiming at 
a weekly figure of 8,000 by the end 
of the year. 


Luzianne Coffee Adds 


Dozen Radio Markets 


William B. Reily Coffee Co., New 
Orleans, has added 12 Georgia 
markets to its regional sponsor- 
ship of the Frederic Ziv transcribed 
program, “Old Corral.” The com- 
pany now carries the show in a 
total of 62 southern markets 
through Walker-Saussy Advertis- 
ing Agency, New Orleans, for its 
Luzianne coffee. 


Launches Coffee Campaign 


Old Dutch Coffee Co., New York, 
has launched a campaign in New 
York newspapers and Sunday sup- 
plements and in a list of 19 out-of- 
town newspapers. Radio and tele- 
vision programs on several metro- 
politan stations also are being 
used. Peck Advertising Agency, 
New York, handles the Old Dutch 
account. 


Appoints Keck-Franke 


Keck-Franke Advertising Agen-| Wanted: Food Product 
cy, Oconomowoc, Wis., has been| 1 want to help some 
named to handle the advertising | firm with a good prod- 
of Specialty Brass Co., Kenosha, | }<t, 
Wis., effective Jan. 1. Business| wide open! 
papers will be used to promote the | 
company’s Sanitary and | 8ex Age 
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$10 NORTH DEARBORN 10+ 


Perhaps Missing 
Something Good... 


You know how it is when you discover you've 
overlooked a good deal. You mumble to yourself, 
“Why doesn’t someone tell me these things!” 


Have you considered the vast number of potential 
buyers you can always reach through advertising in 


Foreign Service, the 


monthly magazine of the 


Veterans of Foreign Wars of the U. S.? 


Chances are you will be greatly impressed with the 
facts about Foreign Service readership as shown 
by a recent Starch Survey. You may not know 
that Foreign Service is the only magazine com- 
pletely devoted to keeping veterans posted on vet- 
erans’ affairs . . . and how national and state legis- 
lation concerns them. Here, too, is one of the very 
few publications in the country actually owned 
by its readers! 


How many magazines can you name whose edi- 
torial policy is dictated by the readers? Last month 
in St. Louis, delegates to the V.F.W. national con- 


If you'd like further informa- 
tion, including a digest of the 
Starch Survey, please write. 


Official Monthly Publication of the Veterans of Foreign Wars of the U. S. 
MEMBER AUDIT BUREAU OF CIRCULATIONS 
Broadway at 34th, Kansas City 2, Missouri 


REPRESENTATIV3S: 


Dan B. Jesse, Jr., and Associates, 10 East 43rd St., New York 17,N.¥Y. @ Hil F. Best, 131 Lafayette St., Detroit 26, Mich. 
° Raymond J. Ryan, 203 North Wabash Ave., Chicago 1, Ill. 


Renick Averill, 427 West Fifth St., Los Angeles 13, Calif. 


vention did just that. That’s how the course of 
Foreign Service is charted editorially for the com- 
ing year by its readers. 


Here is a consumer publication (in every sense of 
the word) with intense readership . . . going 
into the homes of well over a million veterans. 


Foreign Service offers you intense readership, high 
visibility and mass coverage—a combination that 
never fails to produce sales. 


Rate Insurance for 1949 
Foreign Service is giving current advertisers a 
circulation bonus of 150,000 copies. During 
1949, this bonus bargain will go as high as 
250,000 — and maybe higher. Space contracts 
signed in 1948 will give advertisers the benefit 
of the present low $5.50 per line rate during the 


entire year of 1949. Circulation guaranteed 
1,000,000. 


Founded 
in 1913 
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Republicans Name Bolton 


Paul H. Bolton has been named 
director of public relations for the 
Republican state committee in and 
for the District of Columbia. 
Through the Bolton Advertising 
Co., he is conducting an active 
direct mail fund-raising campaign 
for the Dewey-Warren Club of the 
District of Columbia, and a news- 
paper, direct mail and radio cam- 
paign for the Absentee Voter’s 
Bureau. 


Addison Lewis Agency Moves 


Addison Lewis & Associates, 
Minneapolis agency, has moved its 
offices from 1414 Foshay Tower to 
a three-story English style house 
at 2310 Stevens St. 


(Simpson-REILLY, LTD. | 
Publishers Representatives 


LOS GARFIELD BUILDING 


SAN FRANCISCO RUSS BUILDING 
\ SEATTLE NEW WORLD LIFE BLDG. 


All's Not Black, 
FM Broadcasters 
Hear at Meting 


(Continued from Page 1) 
took time out on the second day 
of the meeting to hear talks from 
two non-commercial university 
station representatives. One of 
them, Larry Myers of WEAR, Syr- 
acuse, told how, following a survey 
of listening habits, his station had 
completely shifted its program- 
ming to adult education material, 
and that in spite of its 2%-watt 
output it was broadcasting to a 
potential audience of 250,000 per- 
sons. 

As for methods of making FM 
pay, the group Leard descriptions 
of the operations of Transit Radio 
and Storecasting from Hulbert 
Taft Jr., president of Transit 


SCRANTON 


Where general business 

is 16% better this year 
compared with last... 

where factory payrolls are 

up 10% over 1947...and 

where the anthracite production 
index stands at 212... 


(All figures from September 1, 1948, 


Pennsylvania Business Survey.) 


© FIRST IN NEWS 


THE SCRANTON TIMES 


Scranton’s First Paper for Half a Century 


@ FIRST IN CIRCULATION 
@ FIRST IN ADVERTISING 


George A. McDevitt Co., National Reps. 
New York, Chicago, Philadelphia, Detroit, Cleveland 


REVERE PHOTO ENGRAVING CO. 
712 Federal Street © Chicago 5, Ill. 


Radio, Cinciniuati, and Stanley 
Joseloff, president «i Storecast 
Corp. of America, New York. 


a Mr. Taft told the meeting that 
Transit Radio is now in full or 
partial operation in Cincinnati, 
Houston, Wilkes-Barre, Hunting- 
ton, W. Va., and St. Louis, and 
that the company is negotiating 
with transit firms in the first 30 
markets. 

“At a time when the FM picture 
looked filled with red ink,” he told 
the group, the method of piping 
FM station signals into buses got 
over 90% rider approval, provided 
revenue for transit operators with- 
out investment on their part, and 
gave the FM stations a measurable 
audience which they could use to 
attract advertisers and make their 
broadcasting pay. 

Each vehicle, which is equipped 
with a receiver and from five to 
eight speakers by Transit Radio, 
also has its radio equipment serv- 
iced by the company. Equipment 
worth $150 is installed in each 
bus, and installation costs of $13.13 
also are paid by Transit Radio. 

In return, TR receives exclusive 
rights to radio installations in 
transit vehicles, pays either a flat 
charge per vehicle per month, a 
percentage of the station net rev- 
enue, or a percentage of the sta- 
tion’s gross receipts on a sliding 
scale. 


a To date, Mr. Taft reported, the 
car card advertising companies 
have refused any partnership ar- 
rangements, and some are seeking 
to enter the radio field themselves. 
However, he declared, “the car 
cards perform no service.” 

“Transit Radio,” he said, “pri- 
marily is a means of putting a 
losing FM station immediately in 
the black,” but he cautioned pros- 
pective station owners not to con- 
sider the venture if fewer than 
100 vehicles were operating in the 
community — unless the station 
was looking for a method of pro- 
motion. 

In his discussion of Storecast, 
Mr. Joseloff emphasized that 
Storecasting, like Transit Radio, 
at present is most feasible in the 
larger markets. 

He recounted the beginnings of 
the Storecast method of piping 
music and commercials to super- 
markets, and explained its feasi- 
bility in terms of the fact that 
supermarkets are cold and imper- 
sonal, and the manager has lost 
the personal contact with the 
customer. 


a Mr. Joseloff told the broadcast- 
ers how his company had to do all 
but enter the grocery field, to the 
point of employing merchandising 
men to restock items in stores 
where the service is operating, in- 
cluding chains such as National 
Tea, First National and American 
Stores. 

Installation costs per store, he 
said, run from $600 to $700 on the 
average, but Storecast thus far has 
paid all the freight on installation 
and upkeep, and still manages to 
pay the station a guarantee. 

Just as the members were be- 
ginning to look at the brighter 
side of the FM picture, Kenneth 
Godfrey, director of media for the 
American Association of Adver- 
tising Agencies, reported on the 
results of a survey among time 
buyers on what they think of FM. 

The cross-section of agencies 
included 48 large, small and me- 
dium organizations across the 
country which together billed 
about $500,000,000 last year, he 
said. Out of the 48 reporting, how- 
ever, only three now buy FM time, 
only eight have bought FM within 
a year, and only four expect to 
buy in the foreseeable future. 


ws In answer to Mr. Godfrey’s ques- 
tion, “If you don’t use FM, why 
not?,” he got a variety of answers 
epitomized by “no sets, no audi- 


ence, no facts.” Forty-one of the 


CELEBRANTS-—-On hand for WMGM’s 


48 respondents said they were not 
getting the facts on FM, and 30 
said that no stations are yet doing 
a research and promotion job, al- 
though the remainder listed seven 
FM stations as doing a good job 
in this regard. 

As to what FM stations can do 
to supply time buyers with mate- 
rial they desire, the agency re- 
spondents suggested 
phone checks by independent re- 
search firms, and data on sets, and 
class and size of audience. They 
also mentioned that BMB data 
would be helpful. 

Asked 
AM, 25 said no and seven yes. 
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tion 
dedicatory ceremonies were (left to right): — 

Benjamin Fielding, executive secretary of Loew's, Inc., owner of the New York P he 
station; Herbert L. Pettey, director of the station; Mayor William O'Dwyer, and mitte 
Bertram Lebhar Jr., sales director of WMGM. The station, formerly WHN, is now with 
at home in its new $1,000,000 studios at 711 Fifth Ave. Otl 
whicl 
In a discussion of FM networks, § 7° 4 
the group heard examples of Bel! bersh 

System facilities and of relays. ports 
FM networks to date have used§ ! 
15,000 cycle cables, station to sta- 
tion relays, and such ideas as 

FM station feeding shows to a net-§ “®Te 

work of AM stations as well as 

other FM stations. DR. | 
Describing the operation of the STA 
mail and|Rural Radio Network, R. Mulle 
Gervan, general manager of theff of the 
New York state web, indicated that § Grour 
while they had successfully made Josep! 
seven rebroadcasts of one relayed collap 

program, it was impractical t Dr. 
if FM would supplant/imagine that radio relays at the movin 
present time could involve 30 orf just b 
40 transmissions. “Mechanically,’"§ War I 


Nineteen of the agencies saw the 
greatest future of FM in parallel- 
ing AM in areas where static inter- 
feres with reception, 11 see a 
future in special audiences while 
six do not, and 12 said in Transit 
Radio and Storecast, while 11 did 
not believe that its greatest op- 
portunity lay in these last two 
special fields. 


a Greatest emphasis during the 
sessions on facsimile was placed 
on the fact that advertisements 
now can be transmitted over fac- 
simile and that the multiplex 
transmission system now enables 
an FM station to broadcast voice 
or music, and the newspaper si- 
multaneously, without any inter- 
ference on the part of either of 
the transmitted signals. 

In addition, Albert Zugsmith, 
vice-president of Smith Davis Co., 
New York, told thé group that 
“publishers should take out life 
insurance in the form of fascimile 
and do it right now.” 

Taking a market of a 60,000 city 
and 125,000 population trading 
area, Mr. Zugsmith estimated that 
newspaper publication costs would 
run about $4,000 per week. “The 
same market can be supplied with 
facsimile for only $400 per week. 
Fax is the new equalizer,” he de- 
clared. 


he said, “the system of rebroad-§ Anglo. 
cast is proved—we can get results of Lo 
from low power and high elevation§ chairn 
locations.” Englis! 

To compete with the nets, heff years | 
explained that Rural Radio Net-Band in 
work does its programming forffof all ] 
those who don’t care for soaper#ing Ne 


and mass jump-for-joy shows, and membe 


said he felt FM is making its Suisse, 
greatest progress where it appeal#Co., C 
to selective audiences. process 


Noting the stress which broad{concerr 
casters put on FM’s high fidelity mont, 
he said: “We broadcast at 15,00 
cycles, but until we stop usingig 
transcriptions of 8-9,000 cycles; EOR' 


and until the majority of receiver a 
are built to handle the top Dead 
output, let’s concentrate on pri 


gramming and not try to sell wha 


we don’t have.” headed 


for the 


m Elected for the coming yea has sery 


were William E. Ware, 
of KFMX, Council Bluffs, 
president; E. Z. Jones, gener 
manager, WBBB-FM, Burlingtor 
N. C., vice-president; Thomas EORG 
McNulty, president of 
WMCP, Baltimore, secretary; ang@held in | 
E. J. Hodel of WCFC, Beckley, W§George 
Va., treasurer. er and f 
As a feature of the meetingjcock Pul 
the first coast-to-coast, border-tisher of 
border FM network program waBlue Bos 
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proadeast, using magnetic tape, 
radio relays and phone cables to 
echieve simultaneous transmission 
of the Air Force Band. 

The association passed a resolu- 
ton condemning radio set manu- 
facturers for marketing inferior 
AM-F® sets, and asking the Radio 
Manufacturers Association to set 
up a set of minimum standards. 
The movement for better FM re- 
ceivers will not stop at the resolu- 
tion stage, however, as the FMA 


poard is expected to pass the 
it) problem to a manufacturer’s com- 
~ mittee, to be taken up directly 
al with the RMA. 
Other resolutions, including one 
___ § which will admit dealers and ra- 
ain dio distributors to associate mem- 
Bell bership, and another which sup- 
ays ports the present. rules of using 
pnd 4 call letters of both AM and FM 
where broadcasters are 
duplicating programming, also 
net. Were passed by the membership. 
a 
' “I DR. EDOUARD MULLER 
the STAMFORD, Conn.—Dr. Edouard 
B.§ Muller, 63, president and chairman 
of the board of the Nestle-Unilac 


Group, died on Sept. 28 at St. 
Joseph’s Hospital here. Dr. Muller 
collapsed in his office on Sept. 17. 
Dr. Muller was instrumental in 
moving Unilac, Inc., to Stamford 
just before the outbreak of World 
War II. He joined the Nestle and 
Anglo-Swiss Condensed Milk Co. 
of London in 1903 and became 
chairman of the board of the 
English concern in 1937. Two 
years later he headed Unilac, Inc., 
and in addition to being a director 
of all 150 allied companies, includ- 
ing Nestle’s chocolate, was also a 
member of the board of Credit 
Suisse, the Switzerland Insurance 
Co., Gerber & Co., the oldest 
processed cheese manufacturing 
concern in Switzerland, and La- 
mont, Corliss & Co., New York. 


GEORGE H. READ 

Cuicaco—George H. Read, 62, 
president and treasurer of Johnson, 
Read & Co., died of a heart attack 
in his home Sept. 28. Mr. Read had 
headed the veteran Chicago agency 
for the past 14 years, and also 
_moas served as co-partner and gen- 
ral manager of Associated Au- 
thors, Chicago book publishing 
since 1930. 


AGEORGE O. MCKIBBEN 


Statioggy CHICAGo—Funeral services were 
y; an@ield in Augusta, Ky., Sept. 29 for 
ey, George O. McKibben, 83, a found- 
er and former president of Hitch- 
eetingjcock Publishing Co., Chicago, pub- 
jer-toafisher of Resale, Machine & Tool 
m wagBlue Book, Wood Working Digest 
__—#nd export industrial catalogs. 
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Mr. McKibben died at his home 
in Norwood, O., Sept. 27. He had 
erved as president of the Chicago 
publishing firm from 1924 to 1938. 


H. VAN DUYN 


CLEVELAND—A, H. Van Duyn, 49, 
istrict manager here for Techni- 
al Publishing Co., Chicago, since 
1940, died at his home Sept. 23 
tfter a long illness. Mr. Van Duyn 
niered the publishing field as a 
eporter, and later was classified 
idvertising manager of several 
ni western newspapers. 


H. INGERSOLL 
Vest Orance, N. J.—Charles 
i. ‘ngersoll, 82, co-founder of the 
Watch Co, which 
luced 70,000,000 dollar watches 


ing ‘9 years, died on Sept. 21 at 
if’ 2ge Memorial Hospital here of 
jlries received when struck by 

ve! ¥a@r on Sept. 19 in South Orange. 
e Ciarles and Robert Ingersoll 
1G’ tt the idea of manufacturing a 


lw watch in 1892. The firm 
lY re the name R. H. Ingersoll 

B other, with plants in Trenton, 
«. and Waterbury, Conn. Un- 
‘cassful investments forced the 
Noany into involuntary bank- 
Ptcy in 1921 and assets were 
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BOXE 


ld the following year to the 


Waterbury Clock Co. for $1,150,000. 

During the past five years Mr. 
Ingersoll published a monthly 
magazine called Democracy, which 
he circulated among friends. 


HENRY K. W. WELCH 
HARTFoRD—Henry K. W. Welch, 
82, former director and vice-presi- 
dent of the Hartford Courant, and 
former president of the J. B. 
Williams Co., Glastonbury, Conn., 
died at his home here Sept. 24. 


KMPC Appoints Smith 
Larry Smith, wartime NBC news 
commentator and foreign cor- 


respondent for International News 
Service, has been appointed man- 
ager of the news and special events 
activities of KMPC, Los Angeles. 
The station has named the Los 


Offers New York State Info 


The New York State Depart- 
ment of Commerce has published 
a booklet, titled “Business Statis- 
tics for New York State Economic 
Areas and Counties,” which con- 
tains tables of selected business 
statistics for each of the 62 coun- 
ties of New York state grouped 
by economic areas. The booklet 
supplements a series of 11 eco- 
nomic area business data books 
published by the department in 
1946. Copies may be obtained by 
writing the department at 112 
State St., Albany. 


Issues Vending Guide Book 


The National Automatic Mer- 
chandising Association, 120 S. La- 
Salle St., Chicago, has published a 


180-page guide book of vending | 


facts, figures, methods, equipment, 


Angeles office of C. J. LaRoche & |supplies and market data. The book 


Co. to handle its advertising. 


is available at $5 a copy. 


Write for details 


232 Madison Ave. 
LExington 2-4566 


THEY USE THE PRESS 


WHEN PITTSBURGH NEWSPAPER 
READERS ADVERTISE . . . 


Your Pittsburgh prospects read Pittsburgh newspapers. 
When they turn space-buyer, which paper do they use? 

You'll find the answer in the records of classified ad- 
vertising volume. Most classified advertisers live in the 
same community with the newspapers in which they 
advertise. They know each paper’s standing in the com- 
munity. They know, through their own and their friends’ 
first-hand experience, each paper’s ability to produce 


results. 


In Pittsburgh, practically all classified advertisers use 


The Press. 


During the first eight months of 1948, The Pittsburgh 
Press carried 65% of all classified ads, amounting to 
56% of all classified linage, appearing in all three 


Pittsburgh newspapers. 


Year after year, Pittsburgh classified advertisers place 


Represented by the General Adver- 
tising Department, Scripps-Howard 
Newspapers, 230 Park Avenue, New 
York City. Offices in Chicago, Cin- 
cinnati, Detroit, Fort Worth, Phila- 


delphia, San Fr 


No. 


The Pittsburgh Press 


NUMBER OF CLASSIFIED ADS | $ 
IN PITTSBURGH NEWSPAPERS | 


8 months—January through August, 1948 


THE PITTSBURGH PRESS pb 
(daily and Sunday)............. 652,667 65% 

Second paper (daily and Sunday). . 196,899 20% 

Third paper (daily only).......... 154,566 15% 


more—many more classified ads in The Press than in 
the other two newspapers combined. Let their judg- 
ment guide you to best results when you place adver- 
tising in Pittsburgh. 

Your Press Representative is loaded with information 
about the golden Pittsburgh market. Ask him for what- 
ever data you need. Every Scripps-Howard Represent- 
ative is a Press Representative. 
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'WABD Appoints Hammann 


John S. K. Hammann, formerly 
an account executive for the Amer- 
ican Broadcasting Co., has been 
appointed manager of daytime 
sales for WABD, DuMont’s New 
| York station. 


McBee Opens New Office 


McBee Co., Montreal, manufac- 
turer of special accounting meth- 
ods ard equipment, has opened a 
new office in Hamilton, Ont., with 
Paul McKenzie, formerly on the 
Toronto sales staff, as manager. 


Read Monthly by 


More Furniture Dealers 
than any other Publication in America 


FURNITURE 


“PUBLISHED MONTHLY BY THE H.O RENO COMPANY — 
753 N. BROADWAY * CHICAGO 40, ILLINOIS 


Stop ‘Sleeping Pill’ 
Messages to Public, 
Young Urges DMAA 


PHILADELPHIA—The nation’s ad- 


‘| vertisers must stop “selling lolly- 


pops and sleeping pills to the Am- 
american people,” and must start 
telling them about problems that 
must be solved if our civilization 
is to last, John Orr Young warned 
the 31st annual conference of the 
Direct Mail Advertising Associa- 
tion, here. 

Co-founder of Young & Rubicam 
and now head of John Orr Young 
& Associates, New York public re- 
lations firm, he emphasized that 
advertisers are wrong if they as- 
sume that “your primary concern 
is to sell whatever it is you have 
to sell. Advertisers should pre- 
serve and expand the market for 
your goods and all goods. To do 
that, you must meet and overcome 
the great threats that now im- 
peril our nation.” 


The two main problems, Mr. 


Young said, are (1) to find some 
workable effective means of pre- 
serving world peace, with the 
United Nations the only vehicle 
at present available for it, and 
(2) to give labor and the people of 
the world a more equitable share 
of the benefits of our business 
system. 


s He proposed that all advertis- 
ing copy contain “a spot, a phrase, 
a paragraph” dealing with some 
part of these problems. 

Strong public relations for busi- 
ness, he pointed out, should start 
with healthy employe relations. 
Better product, better dealer re- 
lations, stockholder relations and 
consumer relations can be built 
on such a base. 


Minipoo Goes to Cohen 

Block Drug Co., Jersey City, 
has appointed Harry B. Cohen Ad- 
vertising Co., New York, to handle 
advertising for Minipoo dry sham- 
poo. The account was previously 
handled by Wesley Associates, 


New York. 


SAL 
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IF YOU WANT HONEY 
GO TO THE BEEHIVE 


One way to get honey is to extract if from 
flowers. The better way is to go direct to the 
beehive. You'll gather more honey in a bee- 
hive than you will in umpty-ump square 
miles of flower beds. 


IF YOU WANT SAN FRANCISCO 
GO TO THE CALL-BULLETIN 


One way is to tickle the San Francisco 
market with thin scatter-coverage in the 
89,909 square miles comprising northern 
California’s 47 counties — an area larger 
than the six states of New York, Vermont, 
New Hampshire, Massachusetts, Connecti- 
cut, and New Jersey combined! 


The better way is to go direct with The San 
Francisco Call-Bulletin. The Call-Bulietin’s 
circulation is concentrated in the compact 
and prosperous beehive market that is San 
Francisco... the city with a density of popu- 
lation second only to New York. 


@ Don’t-Gert-Stung-Dept.—Don’t expect 


the queen from one hive to be popular 
in other nearby beehive markets. They 


have their owri queens! 


‘ 


SAN FRANCISCO'S FRIENDLY NEWSPAPER 


Moloney, Regan & Schmitt, Inc. are The Call-Bulletin’s national representatives. 


GIVE "EM A BUZZ! 
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Collins Resigns } 
in ‘Kaleidoscope’ 


Management Fuss_ [I 
(Continued from Page 1) 


president, as president and pul - 
lisher. Mr. Husted is a busine: ; 
associate of Harold E. Talbott <f 
H. E. Talbott & Co., investmer t 
firm, which, Mr. .Husted 
helped in the launching of “33 


successful companies in a row.” - > 
Mr. Talbott is a director, among ti pe 
others, of Chrysler Corp. and E'e:- in 
tric Auto-Lite. He resigned recen - na 
ly as chairman of the board of n tk 
Kaleidoscope, Inc., to become 

ar 
nance chairman of the Republican 
National Committee. Walter 
Kelly, construction executive, was 
Kaleidoscope, Inc. 10st 

Kaleidoscope’s new chairman is ‘Re 
John L. Senior, of Luttrell & Sen- 
ior, aviation consultant. dver 


ea Mr. Collins—who worked for 
three years to create this supe! 
fashion magazine, and who ob- 
tained $450,000 capital for it from 
a group whose combined wealth is 
said to be $500,000,000—continues F 
as the largest stockholder. How- 
ver, he denied a report that he 
would function as an adviser to the 
new management. 

Mr. Husted said this was just a 
question of semantics, and that he 


He 

ompa 
ales { 
n est 


believed a director automatically §r 204 
was an “adviser.” bropri: 
Kaleidoscope’s first issue, forfised 
September, carried 172.pages o!§00 or 
advertising. After delays, a total— The 
of about 50 pages is reported soldfhis ii 
for the October issue. This issues mar 
Mr. Husted explained, was “heldfhus 1 
up by an insert from California.” Jvailab 
Advertising forms for it wereikpand 
scheduled to close on Oct. 1. rms ¢ 
Stories about the new magazindiictual 
in Time and ADVERTISING ACER muc 
which mentioned the possibility prin 
that ultimately Kaleidoscope mighitBhace 
switch from the trade to the con-fie jin 
sumer field, he claimed, had cosf§sintai 
the magazine “nine pages of adver o_t¢hj 
tising.” He had learned from th§«p,o} 
magazine’s agency, Ruthrauff any a 
Ryan, that trade and consume! ing 1 
magazines are considered separate- blishe 
ly from a space-buying standpoint ving 
and that any chance of the one hereas 
becoming the other caused confu- ill act 
sion in the buyer’s mind. les he 
m Jack Chrysler continues as the ow 
second largest stockholder in 
leidoscope, Inc. Martha Stout 
editor. 
Mr. Collins has not made furthet “ey: 
business plans. He will leave Ka 
leidoscope, Inc., on Oct. 31. Mr lars 
Collins is a former advertising 
ecutive of the New York Sun ange /ding 
New York Herald Tribune. prewe 
Mr. Husted emphasized that thqy® 
stockholders “will put in as muc! 
money as is necessary to mak@™ Direct 
Kaleidoscope a success.” si bilit 
None of the 14 directors, excepinc ard 
Mr. Collins, had had publissingjfled m 
experience before they becam@ines, 
connected with Kaleidoscope. hith & 


Kellogg ‘Agrees’ with FTC 


The FTC announced last ‘vecey 
that Kellogg Co., Battle Cee 
Mich., and its agency, Keny 1 $ 
Eckhardt, New York, have ag 
to drop Kellogg “All Bran” oP 
which presents the product a @ 
important source of calcium ° 
of value in treating the symp ° 
of iron deficiency. 


Austrian Appointed 


John Irving Shoe Corp., Bo ‘0 
has appointed Ray Austrian & 4 
sociates, New York, to direc * 
advertising. Magazines, nev 
pers, radio and television w 
used in the drive for the 90 2 
chain. 


Appoints Bliss & Marces 
The Magnavision Co., New © 
manufacturer of television re 
ers, has appointed Bliss & M: 
New York, to handle its adve~ 


ing. 
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Ad Budgets Too 
Since War, 


(DMAA Is Told 
~ (Continued from Page 1) 
Sal’, There last week. 

‘Economy mindedness, “he 
W. yarned, “is not always too real- 
mors Bstic.” The prewar practice of 
Ba: ing advertising appropriations 
cen - percentage of net sales and 
rd of By the coming year’s estimate, or 
1€ |\- Bn an average of net dollar sales 
alice "Bolume for several years, plus a 
*\Buture year’s estimate, he pointed 
ge ut, is not now being offered by 
10st advertisers. 
ise Recent confidential studies of 
“Sen ph sizable number of representative 

dvertisers in varied fields,” Mr. 

Walter said, indicate that “whereas 
a te et sales in many instances have 
super rebled dollarwise and units of 
a ales have more than doubled 
nce 1939, advertising appropria- 
alth is "5 have not kept pace.” In fact, 
tinues the average, they have in- 
How-greased only 25 to 35% in dollars. 
at he 
tothe® He cited the example of one 


ompany which increased dollar 
just aBales from $25,000,000 in 1939 to 
hat heBn estimated $76,000,000 in 1948, 
tically§r 204%, while its advertising ap- 
bropriation in this period was 
e, forfaised only from $325,000 to $405,- 


ges or 24%. 

a total® The $76,000,000 sales volume in 
dsoldfhis instance represented twice 
issue,fs many units of sale as prewar. 


“heldfhus the $405,000 appropriation 
ornia."Gvailable for 1948 to support and 
weregkpand this volume, evaluated in 
rms of what today’s dollar buys, 
gazine actually delivers about two-thirds 
; AGE much sales power in the form 
sibilit) printed promotion, advertising 
> mightMace or radio time as was avail- 
1e COD-@ble in 1939 to help produce and 
ad cOSMaintain a dollar sales volume 
advelfhe-third as large. 


om th#?«Probably without realizing it, 
auff any advertisers are today oper- 
nsuMe@ing under appropriations es- 
parate@hlished in terms of total dollars 
dpoin'ving 1939 purchasing power, 
he OM@hereas what their appropriations 
con!uBi) actually produce in terms of 
les help is based on 1948's 65¢ 
bilar. 
as the “Consequently, not only are 
advertising appropriations 
stout | nsiderably less than préviously 
furthe! Prrcentagewise, in relation to net 
hang? llar sales, but the number of 


llars available per unit of sales 
e buying considerably less sales 
hilding promotion than the small- 


31. Mr 
sing ex 


Sun an 
prewar appropriation will pro- 

that thapce:” 

aS mul: 

o mak@™ Direct advertising has the res- 
sibility of maintaining a higher 

;, excepaencard of salesmanship than so- 

iblisning#led mass advertising, Harry J. 

becam@##invs, vice-president of Fuller & 

ope. hith & Ross, New York, told the 
IAA, 

«TC “Mass advertising,” he explained, 

st @idressed to everyone in gen- 

. C eel... I buy a magazine primari- 

eny 1 @'0 read the editorial content. If 

e ay e¢@ur id doesn’t interest me, I sim- 

in” OPE f: il to notice it. 

ct @ “EB: t direct advertising is some- 

“lun 2 ng you send me. It is personal 

ymp ©". ‘hough it may not be person- 
ec.” It implies the courtesy, if 
‘the obligation to see what it 
say. 

, Bot 

an & 

jirec Deines did not believe that 

nev ‘pam irect advertising is of higher 

lw id: rd then space advertising to- 

e 90 un but I am sure that it can 

vill be,” if advertisers apply 

‘t me, talent and toil.” 

es ‘le three “whens” of this me- 

lew said, are “when you have 

mn re °!"MRet! ing to sell; when you have a 

Ma of eople you’re sure are better 

advé tl 


“average prospects” for it, and 
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New YorK—Thomas J. Lipton, 


American Stores. 


Inc., Pittsburgh. 


New YorK—Brevoort Walden, 


executive. 


formerly handled the account. 


Last Minute News Flashes 


Lipton Breaks Contest News on Godfrey Show 
will release first details of a, 
$10,000 cash contest for Lipton’s tea tonight on the Arthur Godfrey 
“Talent Scouts Program” on CBS and in October issues of New York 
Sunday News Magazine, Parade, The American Weekly and This Week 
Magazine and November issues of Family Circle, McCall’s and Wo- 
man’s Day. Best statement in 25 words or less on “Why I get extra en- 
joyment from the brisk flavor of Lipton Tea,” sent with a Lipton tea 
or tea bag box top, wins $10,000 in cash. The contest includes 57 dealer 
prizes. The agency is Young & Rubicam. 


‘Machinery’ Another to Get CCA Auditing 

New York—Controlled Circulation Audit last week released an 
audit of Machinery, a new member of the organization. Published by 
Industrial Press, New York, Machinery is also a member of the Audit 
Bureau of Circulations and the Associated Business Papers. It is the 
third business paper to hold dual membership in auditing groups, the 
first two being Sports Age and Steel. 


R&R Gets Gunther; Orr Adds 5 Accounts 
BALTIMORE-—Ruthrauff & Ryan’s new office here has been named 
to handle the account of Gunther Brewing Co. The agency formerly 
on the account, W. Wallace Orr, Inc., has closed its Baltimore office 
and expanded its home office in Philadelphia, adding T. Bircharde 
Kenvin and Joseph B. Crossen, copywriter and art director, respec- 
tively, from Lamb, Smith & Keen; 
man Agency account executive; and Norman MacAfee, who formerly 
had his own agency. Orr also announced five new accounts in the 
Philadelphia area, the principal one being transportation advertising for 


Inc., 


Irving E. Carlson, formerly a Ditt- 


Boyle-Midway’s Wizard Gets New Year Drive 

New Yorx—Boyle-Midway, Inc., will launch a national campaign 
for its new Wizard brand glass wax in the early part of 1949. The 
product will sell for 39¢ per pint can. The agency is W. Earl Bothwell, 


Walden Joins Federal As Account Executive 


formerly with Platt-Forbes, Inc., 


here, has joined Federal Advertising Agency, New York, as an account 


Popular Publications Names Royal & De Guzman 

New Yorx—Royal & De Guzman has been named to handle the 
consumer and business paper advertising for Argosy and the Popular 
Fiction Group. Newell-Emmett Co. was the former agency. 


Murphy Heads Sills’ New York Office 

New YorK—John Murphy, formerly executive secretary of the 
American Heritage Foundation, sponsor of the Freedom Train, has 
joined Theodore R. Sills & Co. as vice-president in charge of the New 
York office. Mr. Murphy was public relations director of the Grocery 
Manufacturers of America for six years prior to joining the foundation. 


M&M Candies Account Goes to Lynn Baker 

New YorK—Forrest E. Mars, president of M&M Ltd., Newark, has 
named Lynn Baker, Inc., to handle the advertising of M&M’s candy- 
coated chocolates. A campaign utilizing daily and Sunday newspapers 
and spot radio will get under way later this fall. Compton Advertising 


“when you have created a cam- 
paign that does a professional job 
of salesmanship.” 

“Why Du Pont uses direct mail 
advertising” was answered by D. V. 
Bauder, advertising manager of 
that company’s finishes division, 
Wilmington, in the single word 
“impact.”” He quoted Noah Webster 
to the effect that impact is “the 
act of fixing firmly.” 

“Direct advertising,’ Mr. Bauder 
said, “has the necessary impact to 
help manufacturers and dealers 
win in today’s highly competitive 
markets.” 

“Don’t lose the personal touch 
that direct mail gives you,” Mr. 
Bauder urged, suggesting that, in 
stimulating salesmen, for example, 
“start a salesmen’s house organ, 
and fill it with good deeds of your 
men.” In contrast with some me- 
dia, direct mail results are meas- 
urable quickly: “A sample mail- 
ing made to a cross-section of your 
list will prove whether you are 
on the right track.” Under “inform- 
ative,” he suggested that adver- 
tisers “learn what the customer 
wants to know about your product.” 


sw Gordon James Jr., field represent- 
ative of Shell Oil Co., New York, 
discussed “What’s Ahead for Direct 
Mail Advertising?” He predicted 
that it would continue to grow. 
“because the advertiser is learning 
more about it every day,” but he 
cited several things that need to 
be done. 

1. Eliminate the confusion in ad- 
vertisers’ minds about the nature 
of this medium, its place in the 
budget, and the extent of its pro- 
ductivity. 


2. Develop standard techniques 


for measuring direct mail’s effi- 
ciency. 

3. “Classify honestly” the per- 
sons and firms engaged in direct 
mail production. He found “too 
many totally inexperienced per- 
sons (and some firms) bravely 
classifying themselves as ‘complete’ 
direct mail experts.” 

4. “Once there is agreement on 
direct mail’s position,” the medium 
should conduct “a program of un- 
biased, authoritative information 
for advertisers.” 


ws Maxwell C. Ross, subscription 
promotion manager of Look, Des 


Moines, stressed the importance of | 


finding how many people will buy 
your product at a specific price, 
and who they are. Look’s best 
prospect groups, he said, included 
heavy concentrations of business 
owners and business executives, 
professional men and women, gov- 
ernment and school officials, house- 
wifes and heads of families in the 
top 60% income level. 

John B. Mannion, advertising 
manager, Austenal Laboratories, 
Chicago, spoke on “How to Build 
Bigger Profits in 1949 with Direct 
Mail Advertising,” and F. P. Kirby, 
promotion consultant to The Sat- 
urday Night Press, Toronto, on 
“Where to Find Extra Sales in 
Any Market.” 


B&B May Get Arnold Bakers 


Benton & Bowles, New York, 
reportedly will handle Arnold 
Bakers, Port Chester, N.Y., ef- 
fective Nov. 1, for a special cam- 
paign for Arnold Butter Rolls, and 
will take over the entire account 
on Jan. 1, 1949. Walter Weir, Inc., 
New York, has handled Arnold 
since Jan. 1. 


NEW OFFER—Pillsbury Mills will use this 
four-color page in eight magazines and 
the Grafic section of the Chicago Tribune 
in November to offer its new Ann Pillsbury 
recipe book for 25¢. McCann-Erickson, 
Minneapolis, is the agency. 


CBS and ABC Take 


Rating Honors Again 


New YorK — CBS and ABC 
pushed NBC into third place in 
-he rating competition again in 
September, C. E. Hooper, Inc., re- 
ports. The score on the first fifteen 
for evening: CBS, 6; ABC, 5; 
NBC, 4. 

The list for Sept. 30: 

Walter Winchell (Jergens), 
Radio Theater (Lux), CBS 
Arthur Godfrey (Lipton’s), CBS....... 15.9 
Stop the Music (three sponsors), ABC.. 
Bob Hope (Swan), NBC 
Mr. D. A. (Bristol-Myers), NBC....... 12.8 
Mr. Keen (Whitehall), CBS............ 
Suspense (Auto-Lite), CBS............ 
Take It or Leave It (Eversharp), aes: 
Break the Bank (Bristol-Myers), ABC. 
Crime Photographer (Toni), CBS...... 
Gangbusters (Procter & Gamble), 1 
Horace Heidt (Philip Morris), NBC....1 

on 


This Is Your FBI (Equitable), ABC... 
Mr. and Mrs. North (Colgate), CBS... 


Average sets-in-use — 24.3 — is 
up 2.9 from the last report and 1.4 
from a year ago. Average rating 
of 7.1 is up 1 from the last report, 
down 0.1 from a year ago. 


Street & Smith 


to Discontinue ‘Pic’ 


NEw YorkK—Street & Smith will 
discontinue publishing Pic with the 
December issue and will publish 
Mademoiselle’s Living bi-monthly 
beginning with the February issue. 

The decision by the publishing 
company to discontinue Pic was 
reached to provide “additional pa- 
per and printing facilities to meet 
Living’s new needs” in S&S’s new 
plant in Elizabeth, N. J. 

The company announced that 
Living will incorporate many of 
the features and interest of Pic, a 
25¢ monthly which at present has a 
circulation of 600,000. 

The first issue of Living was 
published in autumn, 1947, as a 
50¢ quarterly. Its fourth edition, 
which hit the newsstands in Sep- 
tember, was 65% sold out in two 
weeks. The magazine’s present 
newsstand circulation is 205,000, 
with 15,000 paid subscriptions. 


Kraft Starts Baby Naming 
Contest Prize for Parkay 


Kraft Foods Co., Chicago, last 
week launched a five-week con- 
test to name the “Great Gilder- 
sleeve” mystery baby, with a full- 
color spread for its Parkay mar- 
garine in Life and color pages to 
run in The American Weekly, 
Family Circle, Ladies’ Home Jour- 
nal, Look, Metropolitan Comic 
Group, Parade, The Saturday Even- 
ing Post, This Week Magazine, 
True Story, Western Family, 
Woman’s Day and Woman’s Home 
Companion. 

The contest centers about nam- 
ing of the script baby discovered 
during the Hal Peary NBC net- 
work show. Winners are offered 


four ’49 Fords and 140 other prizes | 
each week, plus a $1,000 jackpot | 
for the final winner. Entry = the 
the 
Parkay package. Needham, Louis | 


require an end-flap from 


& Brorby, Chicago, is the Parkay 


agency. 
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Election Coverage 
Becomes Sellout 
for Major Networks 


New YorK—The National Broad- 
casting Co. last week sold its elec- 
tion night coverage for radio to 
Chevrolet and its dealers, and its 
television to Life. Campbell-Ewald 
Co., Detroit, is the agency for 
Chevrolet. Life’s time was bought 
through Young & Rubicam. 

The other three major networks 
all have lined up backers for what 
previously has been a public serv- 
ice event paid for by the broad- 
casters. 

Kaiser-Frazer is paying the bill 
for the radio and television cover- 
age over ABC. Its East Coast net- 
work will carry a program originat- 
ing from New York; the mid- 
western linkup will air a telecast 
beamed from Chicago. Morris F. 
Swaney, Inc., is the agency. 

Another automobile manufac- 
turer, Nash Motors, has purchased 
the radio and television election 
night broadcast on CBS. Geyer, 
Newell & Ganger is the agency. 

First network to break a prece- 
dent by selling the time was Mu- 
tual, which picked up $75,000 from 
Curtis Publishing Co. (through 
Batten, Barton, Durstine & Osborn) 
for the privilege of bringing the 
election returns to coast- to-coast 
audiences. 


i73\Agencies Answer 


Radio Writers Guild 


New YorK—In answer to the 
Radio Writers Guild’s request for 
clarification of its definition of an 
employe for certification purposes, 
the committee representing ad- 
vertising agencies has offered to 
list the free lance writers whom 
they would include. 

In a letter mailed to the guild 
the agency representatives indica- 
ted their willingness to compile 
“a list of free lance writers en- 
gaged by us who in our judgment 
are employes under the law and 
our definition.” It was suggested 
that the guild might advise the 
agencies of any omissions; in case 
of disagreement on this point, the 
committee is willing to submit to 
arbitration. 

The committee said it would 
then cooperate in helping to work 
out a “simplified and practical” 
voting procedure to be used in 
certifying the guild before the 
NLRB. This step had been pro- 
posed earlier by the guild, which 
has been attempting to obtain a 
general agreement covering free 
lance writers working for agencies 
for many months while the agency 
men insist on guild certification as 
a prerequisite to negotiations. 


LEO. F. SHARKEY 

SEATTLE—Leo F. Sharkey, form- 
er advertising manager of the Seat- 
tle Times, died Sept. 26 following 
a long illness. He was 54. Former- 
ly with the advertising depart- 
ments of the Seattle Post-Intel- 
ligencer and Seattle Star, Mr. 
Sharkey joined the Times as re- 
tail advertising manager in June, 
1940, and became advertising man- 
ager two years later. Ill health 
forced a leave of absence late in 
1947. 


‘New England Notebook’ 


Offered on 6 Stations 

Time on “New England Note- 
book,”” now being carried by the 
New England Major Markets 
Group, is being offered to adver- 
tisers. The program, aimed par- 
ticularly at the feminine audience, 
is heard daily from 4:30-5 p.m., 
EST, over the group’s member sta- 
tions: WLAW, Lawrence, Mass.; 
WPRO, Providence; WTAG, Wor- 


cester, Mass.; WDRC, Hartford; 
WGAN, Portland, and WGUY, 
Bangor. 


All the stations are represented 
by the Paul H. Raymer Co., which 
also represents the group. 
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KFI Issues Rate Card 


KFI, Los Angeles, has published 
its first rate card for its television 
station which offers combination 
discounts for advertising using 
both AM and TV facilities. The 
open rate for all types of pro- 
grams is $400 an hour. Thirty- 
second announcements are shown 
at $50 open; one minute is $75 
open. No charge will be made for 
production facilities when all- 
film announcements, or all-film 
programs are carried. Production 
facilities charges for live studio 
and remote programs will be 
quoted according to requirements. 


Rydholm Joins Fargo Firm 

Robert S. Rydholm, formerly as- 
sociated with Olmsted & Foley, 
Minneapolis agency, has been 
named advertising manager for 
Smith, Inc., Fargo, N. D., automo- 
tive, farm machinery and financing 
firm. 


Smith Publishing to Move 


W. R. C. Smith Publishing Co., 
Atlanta, will move on Oct. 15 to 
806 Peachtree St., N. E. 


Sell The 
AMUSEMENT INDUSTRY 


Devoted expressly to physical 
property aspects and manage- 
ment interests. 


* STAGE & SCREEN edition 
25,191 Theatres and 
Auditoriums 


SPORTS & PASTIMES 
edition—8,483 Arenas, 
Stadia, pools, Yacht and 
country clubs 


DINE & DANCE edition 


4,503 Supper clubs and 
ballrooms 


BOWLING & BILLIARDS 
edition—Circulation 12,929 


MULTIPLE ENTERPRISE 


section—Covers all above 


Write today for rate card and copy 
of September Edition. 


HARRISON TOLER COMPANY, INC. 


225 N. Michigan Ave. 55 W. 42nd St. 
Chicago 1, Ill. New York 18, N. Y. 
Tel.: Financial 6-0639  Tol.: LOnacre 4-6630 
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Baquie Suggests 
Liquor Boards 
Ban Retail Calls 


(Continued from Page 1) 

the course of least resistance and 
move toward greater and greater 
purchases from the largest com- 
panies, Mr. Baquie stressed, “you 
will inevitably set the stage for a 
reduction of competition among 
your suppliers which will in the 
end weaken your own position as 
well as the position of the middle- 
size distiller. In other words, as 
competition declines, you are 
bound ultimately to lose your free- 
dom of selection of type, price and 
maybe quantity. 

“If, on the other hand, 
adopt a merchandising and 
ministrative policy which en- 
courages the independent to the 
extent that he shows in his opera- 
tion that he makes a quality pro- 
duct, that he sells it on an ethical 
basis, that he advertises and mer- 
chandises it effectively, that he is, 
in short, effective in all except 
size, you will strengthen your po- 
sition as purchasers and maintain 
a healthy competition. . .” 


you 
ad- 


s Two points of liquor board pol- 
icy were stressed: (1) That the 
consumer should be able to buy 
any liquor providing the trade- 
mark owner meets the require- 
ments of financial stability, pro- 
duct know-how and a creditable 
market standing, and (2) that 
every supplier should be treated 
equally. 

Two major complaints were reg- 
istered against the Big Four by 
Brown-Forman’s vice-president. 
The first is the fact that they have 
many subsidiaries. He said: 

“Let us put this discussion on 
a practical business basis. My 
company is a middle-size distil- 
lery. All of its brands are sold by 
the Brown-Forman sales force. We 
do not apply for an additional 
listing under the name of the 
‘Holy Smokes Distilling Co.,’ which 
actually is a wholly-owned sub- 
Sidiary or sales division of the 
Brown-Forman Co.; nor do we 
have the ‘Ye Olde Scotch Import- 


ing Co.’ or the ‘Bred-in-Dixie 


Western Pennsylvania, 


one billing. 


WWVA SERVES THE 
HEART OF THE NATION'S 
SOFT COAL FIELDS 


More than half of the nation’s 
is mined in the four-state area of Eastern Ohio, 


ginia. WWVA serves the eight million listeners 
in this profitable area with one station, one cost, 


See A Petry Man Today 


FOR TIME BUYERS ABOUT 
A GREAT MARKET AREA 


bituminous coal 


West Virginia and Vir- 


Bourbon Associates, Inc.’ We just 
have Brown-Forman. 

“And what do we sometimes 
see? We see that some of our 
larger competitors, when they 
want additional sales in the mon- 
opoly states, create a new comp- 
any or division, send a new sales 
representative into the _ state, 
launch a new and sometimes 
short-lived advertising campaign, 
and thus achieve additional list- 
ings and initial orders:running into 
thousands of cases.” 


w# His second major complaint 
involved merchandising in the 
stores. 

Whenever Brown-Forman’s Old 
Forester is in stock, he said, it 
moves fast. Because it does, the 
store shelves are sometimes empty. 
He admitted that if the brand 
sometimes moves slowly from 
warehouse to retailer it is essen- 
tially an internal, merchandising, 


administrative problem of the 
state store system. 
“But the larger distiller is a 


good merchandiser. He knows the 
value of full bins, shelf import- 
ance. The weight of his large sales 
force smoothes the flow of mer- 
chandise not only into the retail 
accounts where they exist, but 
catches quickly distribution bottle- 
necks, and where legal, conscious- 
ly or otherwise, gets friendly at- 
tention from store clerks, manag- 
ers and distribution personnel.” 

That the larger distiller provides 
a much larger sales force to secure 
rapid movement of liquor from 
warehouse to retailer and to store 
shelf, Mr. Baquie implied, exposes 
the middle-size distiller to a 
“strangulation process.” He urged 
then that the control boards pro- 
hibit calls from distiller represen- 
tatives on retailers unless the 
boards “provide controls effective 
enough to encourage large invest- 
ments in the field of advertising 
by the independents for greater 
tonnage.” 


SCHENLEY ADDS 
ANOTHER SUBSIDIARY 

New YorK—Schenley Distillers 
Corp. last Monday announced for- 
mation of the Straight Whisky 
Distilling Co. of America, Inc., to 
“meet the growing demand for the 
aged straight ryes and bourbons 
traditional to America.” It will 
handle 17 straight bourbon, rye, 
corn and bonded whiskies, includ- 
ing I. W. Harper, James E. Pepper, 
Pebbleford and Old Ripy. 

The company will have three 
selling subsidiaries. These and 
their executives are: Gold Medal, 
Sidney Frank, sales manager, and 
David Rosenstiel, advertising and 
sales promotion manager; First 
Brands, John H. Hackley, sales 
manager, and Sander Heyman, ad 
and sales promotion manager; 
Quality Group, Joseph Andrews, 
sales manager, and Walter Green- 
lee, ad and sales promotion man- 
ager. 


RMA Names Manson 
Head of Ad. PR Unit 


Radio Manufacturers’ Associ- 
ation announced last week that it 
has reappointed as chairman of 
its advertising committee Stanley 
H. Manson, manager of advertis- 
ing and public relations, Strom- 
berg-Carlson Co., Rochester. 

The committee is to hold its 
first meeting on 1948-49 radio and 
television promotion plans in New 
York Oct. 6. Its assignment covers 
RMA’s “radio-in-every-room” 
campaign and its participation 
with the National Association of 
Broadcasters in the annual nation- 
al radio week. 


Reports Ad Linage Increase 


The October issue of Country 
Gentleman, Philadelphia, carries 
499 columns of paid advertising, 
the largest number in its 119 year 
history. This brings the tctal for 
the first ten months of 1948 to 
4,017 columns, an increase of 18% 
over the same period last year. 


Liquor Copy No 
Drinking Hypo, 
Wachtel Asserts 


Los ANGELES—Advertising in the 
liquor field is closely regulated 
and does not increase the con- 
sumption of liquor, W. W. Wachtel, 
president of Calvert Distillers 
Corp., last week told members of 
the National Alcoholic Beverage 
Control Association meeting here. 

Mr. Wachtel said per capita con- 
sumption is now less than half 
that of 100 years ago in this 
country, and “considerably lower 
than it was even during Pro- 
hibition.” 

“Liquor advertising has been 
accused of causing more people 
to drink than ever,” Mr. Wachtel 
said indignantly, adding that 
“liquor advertising is more closely 
regulated than is the advertising 
of any other industry. But a fact 
that is generally ignored is that 
some of the regulations, among 
them such as no liquor advertising 
in Sunday papers and no adver- 
tising over the radio, the distilling 
industry adopted voluntarily.” 


a Mr. Wachtel also pointed out 
that while doctors occasionally 
recommend whisky in moderate 
quantities to patients suffering 
from heart or circulatory con- 
ditions, “liquor advertising ad- 
vances no therapeutic claims. The 
usual latitude permitted adver- 
tisers of other products is entirely 
eliminated.” 

Liquor ads don’t increase con- 
sumption, he said; they “merely 
compete with one another and 
this has resulted in concentrating 
consumer buying among a lesser 
number of brands. This is not 
peculiar to the liquor industry . 
today we have fewer different 
makes of automobiles, radios, 
cigarets and other commodities 
than we had 25 years ago.” 


ws Liquor advertisers show liquor 
being consumed under “refined 
and wholesome conditions” be- 
cause that is its proper place, he 
said, ridiculing the idea of expect- 
ing “a producer of a legitimate 
product to advertise it to the 
public in its worst and most sordid 
aspect.” 

He pointed out that during Pro- 
hibition, when there was no ad- 
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vertising, people drank. 

“If the recommendations of tle 
critics of liquor advertising we: 2 
to be accepted literally, and tle 
same general theory applied 
advertising of other commoditie ; 
would these critics expect t! 
manufacturer of a high-price c: 
to picture it in a smashup, 
someone slipping in the batht: 
on a cake of highly-advertis: 
soap, or an airship in the act 
crashing?” he asked. 

“The basic function of adverti;- 
ing,” he continued, “is to visualize 
the utility and proper use of an 
item—certainly not its abuse. And 
on that score, the liquor industry 
since Repeal has constantly a4- 
vocated moderation in drinking — 
for we realize that the drunk is 
the worst enemy of our industry.” 


a 


Boeckman Transferred 


E. F. Gene Boeckman, in the 
Dallas office of Brown & Bigelow, 
has been transferred to the home 
office in St. Paul as a vice-presi- 
dent. R. B. Terhune has bee 
named to succeed Mr. Boeckman 
in Dallas. 


tre 
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Leonardo Da Vinci’s famous fi 
painting beautifully repro- 
duced on 10” plate in full 
color. Border in warranted 
23-karat gold. Mr. Premium? 
Buyer—the only new idea in 
a decade. 
Write for details and 
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COMPACT REFRIGERATOR—This is the new Freez-Pak refrigerator which will be in- 
troduced to the public towards the end of this year and the beginning of 1949 in 
a $500,000 advertising campaign. 


|Freez-Pak Will 


Launch $500,000 


1s Drive in 1949 


New YorK—A neat, compact re- 
frigerator with a storage capacity 
f 2.66 cubic feet will be offered 
o the public at the end of this 
year by the Freez-Pak Corp. This 
reezing compartment, which is 
ight enough to be portable, will 
ell for $199.95 through dealers 
ow being selected. 

For the past three years, John 
. Steel, former president of the 
south African College of Science 
n Johannesburg, S. A., has been 
working out designing and en- 


pamnes: on the West Coast. 


Beginning with test >ampaigns 
in the latter part of 1948, Mr. Steel 
expects to begin a national cam- 
paign in magazines in 1949 with 
an advertising budget of about 
$500,000. Mr. Steel reports that 
two New York agencies are now 


bidding for the account. | 


ws The company has entered into 
an agreement with the Ionia Mfg. 
Co. to lease a plant in Ionia, Mich., 
for one year, with an option to 
continue. There will be an esti- 
mated tooling cost of $40,000. 
Freez-Pak expects to produce 
about 24,000 units during its first 
year in business. 

Last week the Freez-Pak Corp. 
offered 80,000 shares of common 
stock with a par value of $1 and 
80,000 shares of preferred stock 
with a $2.50 par value to the 


amous gineering details of this new public. 

repro- efrigerator. 

in full Mr. Steel has organized the . 

acoed reez-Pak Corp. for the sole pur- Corning Glass Works to Y&R 
emium p°se of selling the product. He} Corning Glass Works, Corning, 
. . ays he is now swamped with| N.Y., has named Young & Rubicam, 
idea in New York, to handle the advertis- 


Co. 


le, Tenn. 


rders (claims Freez-Paks are sold 
ut for the next two years), and 
‘ith dealership requests, most of 
hich resulted from a_ feature 
ry on the Freez-Pak in the 
ember issue of Esquire. Rudy 
Wallee has requested a dealership 


ing of its consumer products divi- 
sion, as well as other advertising 
with the exception of its technical 
products division, which will con- 
tinue to be directed by Charles L. 
Rumrill Co., Rochester. The Y&R 


Sikes Urges Food 
Editors to Boost 
News Coverage 


New York—American women 
are for the most part more inter- 
ested in food news in newspapers 
than most other types of features, 
Allen B. Sikes, service manager 
of the Bureau of Advertising, 
American Newspaper Publishers 
Association, told newspaper food 
editors last week at their confer- 
ence here. 

Mr. Sikes based his analysis on 
a special study of all food editorial 
matter in 120 newspapers checked 
by the “Continuing Study of News- 
paper Reading” under supervision 
of the Advertising Research Foun- 
dation. 

“The application of important 
readership techniques to the high 
native interest which women have 
in food news’ means more reader 
hours spent with food issues,” Mr. 
Sikes said. 

“The carrying of more food in- 


formation in another day’s issue 
or in every day’s issue, as many 
papers do, means more reader 
hours spent with your newspaper 
every week. Add even 10 minutes 
a day to the total circulation of 
the newspapers of the country, 
now well past 51,000,000 a day, 
provide more items which count- 
less women can clip out and save, 
quote from or refer to, and you 
add power to the hold which the 
newspaper has upon its readers,” 
he told the food editors. 


Appoints Newton 


James P. Newton Jr., formerly 
in the sales department of West- 
ern Family, has been appointed 
an account executive of California 
Transit Advertising, Inc., Los 
Angeles. 


Sets Pressure Cooker Drive 


Lakeside Aluminum Co., Meno- 
monie, Wis., will promote its new 
Steamliner pressure cookers with 
page ads in the October issue of 
House Furnishing Review and the 
Oct. 21 issue of Hardware Age. A 
consumer program featuring the 
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cookers as Christmas gifts will ap- 
dear in Farm Journal, Good House- 
keeping, Pathfinder and Woman’s 
Day. Melamed-Hobbs, Minneapolis, 
is the agency. 


Candy Advertising 
YOUR problem? 


Let Don Gussow and CANDY 
INDUSTRY help you with market 
data PLUS! CANDY INDUSTRY 
has the largest audited circula- 
tion, the biggest volume of ad- 
vertising,* and the greatest de- 
gree of readership (as proved 
by independent survey—copy on 
request). 


*Continuing Study of Candy Industry Ad- 
vertising-—copy on request. 


Complete market data available. 


DON GUSSOW PUBLICATIONS, INC. 


107 West 43rd Street, New York 18, N.Y 


appointment is effective Jan. 1. 


SPECIALIZED GROUPE 


THOROUGHLY TRAINED IN 
DEALER-CONSUMER PSYCHOLOGY 
COMBINING CREATIVE TALENT, 
CARDBOARD INGENUITY AND} 
PRODUCTION CRAFTSMANSHIP 


PHED DSP. LAYS 


'ROWANDISING KNOWLEDGE © CREATIVE ABILITY © PROGWCTION SKILL 


in all three 


Journal — McCall’s 


But, 


market. 


Be sure of your weight 
| 


Does your advertising dollar pull 
honest weight in all 3 major national 
markets when you use a list like this 
. . . Collier’s — Life — Post — 
Companion — Good Housekeeping — 


Weekly — This Week...? 


It’s close enough here... 


— American 


Metropolitan places which represent 64% of all city and town 
families. They get 69¢ of your dollar invested in such a list. 


’way short... 


1,000 population ...the True Small Towns. They represent 12% of 
total city and town families . .. YET less than 6¢ of your advertising 
dollar invested in urban national publications goes to this important 


Get a larger share of the True Small Town market by awarding it a larger 
share of your advertising dollar. Add GRIT to your national schedule... 
61¢ of every advertising dollar invested in GRIT goes to the True Small Towns. 


Almost exact weight... 


in places beyond metropolitan influence, over 1,000 population. 
They represent 24% of total city and town families, and 25¢ of 
your advertising dollar so invested goes to this market. 


influence, 
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The Sun-Times is moving the goods in Chicago to more than 600,000 fam- 
ilies daily. Break those outdated space buying habits. Do you realize the 
Sun-Times now occupies the No. 2 spot in Chicago? You can’t afford to be 
without it—at one of the lowest milline rates in America. It’s your greatest 
advertising dollar’s worth in Chicago. 


TIMES 


HERE’S THE PICTURE! 


672,848 daily 
602,903 city and SUN-TIMES 
retail trading zone 
200,000 HER.-AM. 
home delivered 


(Based on ABC Publisher’s statement 
for period ending Mar 31, 1948) DAILY NEWS 
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